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Price Cutting 


The price-cutter is worse than a criminal. 
He is a fool. He not only pulls down the standing of his goods; he not only pulls 
down his competitors ; he pulls down himself and his whole trade. He scuttles the 
ship in which he himself is afloat. 

Nothing is so easy as to cut prices ; and nothing is so hard as to get them back 
when once they have been pulled down. Any child can throw a glass of water on 
the floor, but all the wisest scientists in the world can’t pick that water up. 

Who gets the benefit of price-cutting? Nobody. The man who sells makes no 
net profit; and the man who buys soon finds himself getting an inferior article. 
No manufacturer can permanently keep up the standard of his goods if the price 
is persistently cut. Pretty soon he is compelled to use cheaper materials, and to cut 
down the wages of his workers. 

The man who cuts prices puts up the sign: “This way to the junk-heap.” He 
admits his own failure as a salesman. He admits he has been defeated according 
to the Marquis of Queensberry rules of business. He admits he can not win by 
fighting fair. He brands himself as a hitter-below-the-belt. If the business world 
were dominated by price-cutters, there would be no business at all. Price-cutting, 
in fact, is not business any more than smallpox is health. 

Whenever you see this sign on a price-cutter’s store—““Going Out of Business”’ 
—you may be sure it is a lie. How can he go out of business when he never was 


IN? 
—Herbert N. Casson, Author and Economist. 





A form of mendacious price-cutting that may 
on the surface appear to be cunning is being tried this season through extravagant 
advertising statements. The implication that a $50.00 shoe is comparatively little 
different from one selling at $6.00 is not calculated to impress the public with the 
honesty of a trade. The use of so-called experts who indicate that the shoe is 
worth much more than the price asked is another form of price-cutting presentation 
through printers’ ink, to prepare the customer for the exaggeration which must 
certainly go on at the fitting stool. 

The newest form of exaggeration is to endeavor to prove that even men within 
the trade go wrong. When “expert after expert has been fooled” as to the worth 
of a shoe, what chance has the public of knowing a fair price to pay? 

As we have said before, no other industry seems to be attempting to “build 
itself up” at the expense of its neighbor. And the strangest thing of it all is that 
the exaggeration of statement does not seem to sell more pairs of shoes for the 
stores. 

Beware of the consequences when an industry deliberately pulls down the tent 
by creating in the public’s mind that better prices are false values! 





Bruce Barton Says 
to the Styles Conference 


He read 

these news 

clippings 

November industrial activity had declined sharply. 

1903 Commodity prices had receded. Money 
rates had dropped. Stock prices were tow. 
And the far-sighted investor was buying 
U. S. Steel at $12 per share. 


November Business had fallen rapidly to low levels. 

1907 Commodity prices were in sharp drop. 
Money rates were declining swiftly. Stock 
prices were low. And the far-sighted in- 
vestor was buying National Biscuit at the 
equivalent of $10 per present share. 


Business had receded sharply. Commodity 
prices had been steadily falling. Money 
was cheap. Stocks were low. And the 
far-sighted investor was buying American 
yw at the equivalent of $5 per present 
share. 


Business at low ebb. Commodity prices 
severely deflated. Money rates receding 
fast. Stock prices low. And the far- 
sighted investor was buying General Elec- 
i at the equivalent of $7 per present 
share. 


Business slow. Money cheap. Stock 
prices low. And the far-sighted investor 
is buying to insure participation in the 
growth of America’s greatest companies 
—which always follows periods of depres- 
sion. 


i have sat here this 
morning thinking of Ed Howe, who used to run a 
paper in Atchison, Kan. He once said that every man, 
no matter his condition or how much bad luck he has 
had, ought to kneel down every night and thank God 
he was not born a woman. I might start out in the 
morning and then, stop and be panicky because my 
necktie doesn’t match my garters. 

Once the snake and the lady were in partnership. 
Now the lady has the snake under foot. 

I don’t know anything about style. I do know that 
there isn’t a single industry where style isn’t the most 
important factor. 

The only other time I spoke to a shoe gathering was 
in the fall of 1921. It was in this hotel and it was 
the Association of Shoe Manufacturers. I recall what 
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“IN OTHER PERIODS of 
SLOW BUSINESS 


the foundations of 
fortunes were made” 


I said because it was a very depressing meeting. It 
was in the middle of the panic and these men had 
come after having heard from the trade that they 
didn’t want anything today, and every once in a while, 
during the session, a messenger would rush in with a 
telegram that was a cancellation, and that was the 
general tone of the meeting. In ten years what 
progress has been noted in shoes! 


I spoke of the United States and ventured the pre- — 


diction that we were not going into the hands of a 
receiver. I said: “I wish I could do with you what I 
did with a group of discouraged salesmen. Instead of 
talking to them I loaded them into a taxicab and took 
a ride to the corner of 13th Street and University 
Place, and we got out. I said I have brought you 
down here to show you this vacant lot. They thought 
surely I was crazy. I said I want to direct your at- 
tention to this vacant lot. Doesn’t it strike you as 
strange that right here in the middle of this city, where 
land is so expensive, that this very valuable corner 
should be vacant. Well, just one hundred years ago 
a farmer died right here and he put in his will that 
it was all right with him for his executors to do what 
they wanted with the rest of his farm but this par- 
ticular pasture should be free from buildings forever, 
and his bones and his wife’s bones were to rest there 
undisturbed. 

Only 100 years ago—less than the period of two 
normal lives—almost one lifetime—this was a farm— 
the whole place was a farm and the fellow who lived 
here supposed it was always going to be a farm. 
Today we have a city of six million people. Go back 
to your trade and tell them about your lot and tell 
them they are in-a country where what was a farm 
yesterday is a city today.” 

We always outrun the predictions of the world. We 
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BRUCE BARTON 


In the business world 
he is known as chair- 
man of the board of 
Batten, Barton, Durstine 
& Osborn, Inc., one of 
the world’s largest ad- 
vertising agencies. De- 
cidedly, he is not an 
amateur in business. 

In the world of liter- 
ature he is known for 
his books, “The Man 
Nobody Knows” and 
“The Book Nobody 
Knows.” 

He addressed the Na- 
tional Shoe Style Con- 
ference in a short and 
most significant talk, 
here given. 


are always tearing down because we built too small. 
We always have to revise and raise our estimate to 
what the American market will be and what the peo- 
ple will demand in the way of comfort and standard 
of living. 

I just want to say it will be pretty well into next 
year before we pick up. These are trying and dis- 


tinct periods of history. The weak go out. The 
people that have courage, that have their feet on the 
ground—they take these times to strengthen their 
organizations—get rid of waste and_ extrava- 
gance and makes plans for a more effective and 
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larger business. The point I make is that that these 
recoveries, when they come 
us to the previous level but carry us beyond any level 


are not merely raising 


we could have foreseen. 

I want to read two statments from men who were 
evidently most discouraged and who saw no oppor- 
tunities before them. Here they are: 


“I am now the most miserable man living. If what 
I feel were equally distributed to the whole human 
family there would not be one cheerful face on earth. 
Whether I shall ever be better I cannot tell. I awfully 
forebode I shall not. To remain as I am is quite im- 


[TURN TO PAGE 58, PLEASE] 





What the Styles 
Conference 


N) pring and summer fashions 
and what the high style and volume trade will 
demand were the objectives of the Styles Con- 
ference this season. That black was the big- 
gest item in. volume sales for the past few 
months will not in any way retard the sale of 
brown for spring. The black winter coat which 
is far in excess of sixty-five per cent will not be 
taken off for the next three or four months, 
and the black shoe is the natural complement 
of the black coat for those months. 

Retailers who have found that the sale of 
brown is retarded should not be in the least un- 
easy as the brown fashion is just gaining its 
stride. Browns will carry through the spring 
and will go through the summer as the sharp 
accent to the astrakhan beige suit or afternoon 
frock, this being a high style feature rather 
than for volume grades. ’ 

The dark brown pump is again favored as 
an accent to green, beige and woolen mixtures. 
As woolens will have a much bigger season 
than heretofore, we may expect the tailored 
suit to be in demand and tailored suits mean 
walking types. 

Cottons printed on light backgrounds such as 
pink, green and yellow are being used for 
tennis suits and.active sports. These cottons 
will be the complement of the all-white shoe. 
novelties and pastels. 


Above: Open shank evening 
slipper of pale pink crepe with 
silver kid trim and silver heel 
to accent silver spangled dress 
featured by Bonwit Teller. 
Right: Deep blue suede demi- 
oxford with dark blue kid trim 


ée 
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By MADAME HAMILTON JEFFRIES 


Sees Ahead 


There is a prediction that the afternoon san- 
dal featuring the high heel will be worn with 
the chiffon dress and will enjoy a summer 
vogue. The low heel sandal carried its accep- 
tance from last season. These sandals will be 
worn in beige and high shades, 

The interest was keen in a aew, full ball last 
with allowance of upper stock across the little 
toe area, also the lifted arch which in no way 
shortens the last but permits the wearer room 
and support. Sport shoes are also being styled 
with a lift of the arch line and a drop heel. It 
was explained that women wearing high heeled 
shoes often find that the jar of a sudden 
change to a low heel causes muscle strain. 


QV port shoes were 


spoken of in white and. some grey, also two- 
toned calf in shoes with punched details. Some 
of the full-toed types featured with large 
punchings were -underlaid with India linen in 
lighter tones. It was thought that the brown 
kid or calf shoe would again serve as an accent 
for the beige daytime or afternoon frock be- 
cause of the fact that the committee of color 
coordination for the department and specialty 
shops carrying women’s apparel have already 
chosen a warm tan shade for the volume color 
in spring dresses and coatings. 

[TURN TO PAGE 70, PLEASE] 
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Above: White sport slipper 
with contrasting trim to accent 
the color in sport costume 
worn by this model at the 
Styles Conference. Left: Brown 
kid pump featuring two-toned 
lizard strapping and the newly 
accepted heel for afternoon 
wear 


A 
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Styles for 


Official Report of the 





SPRING AND SUMMER, 1931 














PREFACE LEATHERS: 


Do not forget that your books will probably show a cleaner — — ‘sh 

profit in your Children’s Department than in most any other 2 Lich el _ en lai 

department of your store. Your Juvenile Department will also 3 Te t, me canny . at cogs €s —¢ sit iia 
give you less anxiety and possibly smaller clearances. There- 4 Whine shades, including trimmed white shoes. 


| t he suggestions on _ 
fore, we bespeak your close attention to t gg 6 Mead cok Chik tate 


i ’s styles that follow: 
eee — ; NOTE: Rubber soles are gaining in favor for sports 
Children’s Sizes up to 11 oer 
UNE MONDE. os.5 <5:0:4'0 00:00 0.0.4.0 0.0.6\e00'e 0s cE NO le : iat 
Misses Sizes 2% to 7 Volume Group 
Modern Misses .........csscccccccsesscees wizes 3% to 8 1. Tan elk finish. 
Junior Boys TCPTTELTTTEE TLIO Sizes 9 to 2 vo Light, medium and dark smoke shades. 
Sizes 2% to 6 . cue-tene shades, including trimmed white shoes. 
z ite. 


FOR SCHOOL AND SPORTS WEAR 5. Patent and black leathers. 
For Junior Misses (Sizes 11% to 2) FOR DRESS OCCASIONS 
and Children (Up to Size 11) For Junior Misses (Sizes 11% to 2) 
PATTERNS: and Children (Up to Size 11) 


1. Oxfords in plain toe and shield tip effects (soft toe PATTERNS: 
boxes preferable). + Seems ; 
2. Moccasin types. 2. Siete sandal tyes 
3. Strap effects. 3. Ti i _ 
4. Barefoot sandals. . die effects. 
NOTE: Barefoot sandals make an ideal suggestive shoe LEATHERS: 
for an additional pair by suggesting it early. Quality Group 
. ; 1. Patent leather. 
LEATHERS: 2. White leathers and white fabrics. 
Quality Group 3. Colored leathers with the newer trims. 
1. Tan elk finish. 4. Reptile leathers. 
2. Light, medium and dark smoke shades. 
3. Two-tone shades, including trimmed white shoes. Volume Group 
1. Patent leather. 


4. White leathers. : : 
5. Patent leathers or black leathers. 2. White leathers and fabrics. 
3. Colored leathers, fancy trimmed. 


Volume Group — 4. Reptile leathers. . 
1. gor elk — 5 d gpeat had NOTE: The more decorative patterns and colorful treat- 
2. Lig it, me tk f aiel os d CRONE Sanees. ment of shoes in the popular priced leathers dominate the 
3. Two-tone th st cs situation in the juvenile field more than in the same field 
4. Patent leathers. in women’s shoes. 

5. Black calf or side leather. 
NOTE: The committee recommends flexible soles to pro- FOR THE MISS 
mote barefoot freedom, so essential to the growing foot. 

(Sizes 2Y% to 7) 


FOR SCHOOL AND SPORTS WEAR PATTERNS: 


For Misses (Sizes 2% to 7) 1. Straps. 
) I 2. Tie effects. 
PATTERNS: : " ; 3. Dressy sandal types. 
1. Oxfords, including moccasin types. 4. Gore pump effects. 
2. Strap effects. 5. Pumps. 
3. Closed and open tie effects. 
4. Sandals. LEATHERS: 
NOTE: Misses’ sizes 2¥2 to 7 have been created mainly 1, Patent leathers. 
to take care of the miss who is stepping out of a size 2 2. Beige tone colors (see Color Card). 
and must have the same style shoe. The last should be 3. Reptile leathers. 3 
of a slightly narrower toe than the junior misses run and 4. White leather and fabrics. 
not to exceed the 9/8ths heel. NOTE: Greater emphasis is shown toward the neutral 
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Juveniles 


Joint Styles Conference 


CLYDE K. TAYLOR, Chairman 


beige tones with the newer trimmings for the young miss 
as a dress shoe. 


HEELS: 

1. Leather. 

2. Covered. 

NOTE: Heel heights, 8/8 to 10/8. 

Again we repeat: Shoes for the modern miss, sizes 3% 
to 8, for the advanced type of girl who wants shoes ap- 
proximating women’s, should carry heels from 11/8 to 
13/8. There should be a separate department for this 
girl, with a modern atmosphere, giving her the oppor- 
tunity to purchase shoes in the advanced styles with sensi- 
ble heels; this modern girl is overlooked in the women’s 
department, on account of the heel height that she re- 
quires. In the majority of cases she is shown the so-called 
corrective shoe or a sports shoe. When it comes to dress 
shoes, the average women’s department does not seem to 
have the shoe needed by this modern young person, who 
seems to know her own importance. 

NOTE: We would suggest that you look into the pos- 
sibilities in your own locality for specialty types, such as 
tap dancing shoes and ballet slippers. 


JUNIOR BOYS AND BOYS 
Junior Boys (Sizes Up to 2) 
Boys (Sizes 2% to 6) 
For School and Sports Wear 
PATTERNS: 
1. Oxfords, straight tips, shield tips and brogue effects. 
2. Moccasin types. 
3. Saddle and trimmed effects. 
LEATHERS: 
1. Tan elk finish. 
2. Grains and boarded leathers. 
3. Two-tone combinations. 
4. Black. 
5. White, with black or brown trimmings. 
SOLES: 
1. Rubber. 
2. Leather. 


FOR DRESS OCCASIONS 


PATTERNS: 
1. Oxfords. 
NOTE: Sport shoes of the dressier type being generally 
worn even on dress occasions in the summer, the black 
and white and brown and white, leather soles may also 
be considered in the dress class. 

LEATHERS: 
1. Black or brown calf. 
NOTE: Because of many sales being lost, the commit- 
tee iced that boys’ shoes should be carried to 
size 8. 


The committee on men’s shoe styles, of which 
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George Geuting was chairman and Jesse Adler vice- 
chairman, prefaced its report on spring and summer 
styles, published in last week’s issue with the follow- 
ing statement: 

The year 1931 ushers in a new era in the merchan- 
dising of men’s shoes. This statement is based on the 
reports to the Men’s Styles Committee by authorities 
representing the allied trades who clothe the American 
man—woolen fabric manufacturers, clothiers, haber- 
dashers and stylists. 

The following figures, secured through the coop- 
eration of the Wool Institute, show the percentages of 
colors in fabrics for spring and summer clothing for 
men in 1931: 


Spring, 1930 
Per Cent 


Spring, 1931 
Worsteds Per Cent 


Gray 31 
Browns and Tans 27 
Blue 34 
Miscellaneous 8 


——— 


100 
Woolens 


Gray 
Browns and Tans 
Blue 
Miscellaneous 
100 100 

Note: Worsteds represent men’s dress fabrics, and 
woolens the sport and active-wear fabrics. 

The consensus of the Men’s Styles Committee is 
that we may exect a definite trend toward color con- 
trasts in men’s ensembles. 

This trend permits of a more concentrative mer- 
chandising of men’s brown shoes for general wear. ° 
The one-color ensemble is no longer an essential, and 
a wider employment of color in men’s wear is the 
merchandising watchword for spring and summer, 
1931. 

It is advised that shoes for the coming seasons be 
bought and sold for definite purposes of wear. For 
instance, the retailer should offer his customer shoes 
for “regular” wear, street and business; dress wear ; 
dress and active sports ; and formal wear. 
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Is Shoemaking “Shell Making?” 


" HE one thing the shoe industry needs is shoe- 
makers—too many shoes are made in offices.” 

The above statement by Charles Thompson, well 
known New York buyer of shoes, has its immediate 
significance. ; 

We are seeing examples of shoe buyers who do not 
know their shoemaking, passing out of the picture be- 
cause they select shoes in the spirit of “save the sur- 
face and you save all.” This is the time when values 
show up in shoes, for the customer is asking more 
than a shell of style: 

Shoe buyers who are well-versed in shoemaking are 
beginning to specify precisely what they want in 
craftsmanship and ingredients to. produce a well-bal- 
anced shoe at the price. There is really a pressing 
need for an informative campaign to bring about a 
new appreciation. of shoes to the shoe buyer who is 
making selections for the public so that he, in turn, 
can communicate these ideas of craftsmanship to the 
ultimate wearer. As time moves along, new shoe 
buyers are coming into stores, men who have not had 
the opportunity of living in that wonderful period 
when the technical development of shoemaking was 
part of the knowledge in hand of every shoe man. 
Perhaps it is up to us to give them a picture of what 
has gone before so that they in turn can see what a 
wonderful thing the shoe of today it. In the present 
period of time, with so much stress on fashion, the dis- 
play in the store window of a shoe at $4.00 and one at 
$40.00 might show comparatively little difference be- 
tween. There may be no “eye-difference” in the win- 
dow but there is a real difference in the fact that the 
“foot knows” at the fitting stool. 

There are fundamental values in good shoemaking 
that need emphasis and re-emphasis. The whole field 
of shoe and leather knowledge needs re-attention now, 
if the entire wearing world is to see a shoe and ap- 
preciate what is in back of it. 

There are six fundamental values to be found in 
every well-balanced shoe at whatever price it is sold. 
The “last” shall be first—at least in shoemaking. The 
responsibility of the right last for the right heel and 
for the right type of shoe, is perhaps specification 
number one. 


From the 
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Quality and type of sole and the heel substance, so 
that a “corned beef” sole is not put on a high grade 
shoe just because a saving of ten cents is possible per 
pair. The sole must be in keeping with the price and 
use of the shoe by the customer and to be better in 
value, if anything. 

Next the proper selection of the hidden parts of the 
shoe, that serve to hold its form and shape and to 
mold it in permanent comfort—not to fit but for a 
day and then fade in strength and shapeliness. 

Then the proper selection of upper material so that 
it appeals to the fashion eye, while still retaining the 
virtues of true color and real co-ordination of patterns 
—stepping up from the smallest to the largest sizes. 

Next, of real importance is the method of assem- 
bling all of the parts in that process of shoemaking 
that will best serve to make it a shoe that will stand 
together, neither losing its heel nor ripping its seams 
because of lack of proper nails and good thread. 

And last, and certainly not least, its style timeliness 
so that the ultimate buyer considers the shoe as most 


Ask Me Another 


—Why have some manufacturers quit ad- 
vertising? 

—Because they are fearful that they may 
have to quit business. 


—Why should they have to quit business? 


—One reason is. because they have quit ad- 
vertising. 





—Does advertising make business good? 


—Yes—If all advertising were suspended 
for one year, business would soon become 
demoralized. Advertising is the creator 
of demand—and demand makes the 
wheels go round. 


p es EO 


President. 
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aeatrieal ae $20 Each Would End Slump 
Fen Bare i [Mayor i Mayor in Labor Day Talk CURLEY TELLS: L&AdrAs ty 
URLEY URGES BUYING — WORKERS 40” Noy 
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TO START BUSINESS BOOM FOF A Rs . 


yor Talks af Lunchcon to Labor Leaders, and on bea 3 My tal 
y | Buy Now Club Grows { 
to Boom eeaty 
ould Silence Croaker’ oro: 
Sees End of Depression Near 


Common—Joba P. Frey Speaks at Mecting 
Under Auspices of C. L. U. 7 


ary WORKERS 
START BUYING 


“Yes, Mr. Curley!” 


we heartily agree—Present 
market price levels are lower 
than thewee hao 











pee ca EN DEMAND SAYS “STOP? 
“DONT STOP!” KEEP BUYING 


Boston Backs a Buying Boom 
vvv 


desirable because of its color, design and: appropriate- 
ness. 

When all these six fundamentals have been care- 
fully studied, the result is a well turned out shoe in 
whatever its price grade. We have indeed reached a 
time in shoe making when all shoes can be good shoes, 
no matter what price the customer can afford to pay. 
This, we believe, is the proper spirit to approach a 
new period when the utmost value must be given the 
public and a knowledge of those values can only come 
through complete study of the shoe and not its se- 
lection because of “eye and window appeal’’ alone. 

It is well for industry to look back into its great 
technical experience and to bring forward some of 
those virtues of real shoemaking—for there must be 
more in new shoes than just the “gingerbread” of de- 
tail. We are seeing all apparel the return to first 
making principles. 

There should be no overloading of dalam to pro- 
duce “fast and furious” shoes. New shoes must keep 
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step with the increasing good taste of our people. The 
little girl who previously bought a “hot” pair of shoes 
to startle her boy-friends is not rushing back to the 
store every three weeks for another pair, for that 
period of leg attention passed with the lengthening of 
skirts. Pretty shoes and many shoes, in tune with the 
ensemble, is the order of the day. “Flashy shoes,” as 
such, are out of the fashion picture. Thus we see the 
changing picture of footwear bring again to light the 
spirit and need of good taste shoe craftsmanship. 

One other word of industrial caution. It is going 
to be exceedingly difficult for factories to keep within 
their organization real shoemakers unless those men 
and women are given constant rather than fitful 
periods of employment. A good shoemaking organi- 
zation is not built up in a day. It would be a pity to 
have it destroyed because of delays in ordering foot- 
wear that will absolutely be needed in stores in the 
months to come. 

It is well to be economical. It is well to be cautious. 
But it is the part of prudence to understand that 
every merchant owes a responsibility to the workman 
and assembler of that most wonderful commodity, the 
modern American shoe—a responsibility of anticipa- 
tion to permit of more orderly shoemaking. 


vVvvVv 


New Shoes for All 


HE carpenter has tools for his job; the plumber 

a kit of tools that may or may not be on the job— 
in every line of business there is a place for a man 
with bright and useful tools. What then are the tools 
of a retail shoe clerk? May we suggest the very 
shoes he has on his feet. They should, if possible, be 
shoes from the shelves of the store in which he works. 
They should always be properly polished. They are 
seen by customers “all-ways.” 

May we make a suggestion at this time, that every 
shoe man step into November with a new pair of shoes. 
It will be a good tonic to the store and to the eye of 
the customer. It will be a particularly good tonic in 
these depressing times, for an industry to take a bit 
of its own medicine. When we recommend to the 
public “Buy shoes,” let’s start off by buying ourselves. 
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CHILDREN’S PARTY 
All Day AT B AKER’S All Day 


Saturday Saturday 
EET Santa Claus... in his snowy Eskimo 
Hut... whisper your Christmas wants into 
his long, white whiskers... he has a radio “stunt” 
that will send your voice echoing back from the 


North Pole. 


“THE LAND O' Make Believe”. . . a play- 
let by the Eva Smith Hackett Juveniles. «+ gaily 
costumed Mother Goose, Jack and Jill, Goosie 
Gander. «-at two o'clock and AG AIN at, four. 


FREE Gift packages in the Fish Pond...throw 
out your line and “hook” a free gift. Fish Pond 
open in the morning and afternoon. 

Hear the gypsy play gay tunes on her accordion. Shake 


hands with Santa Claus... here all day eee Bring Mother 
aad Ded... Everyone's lavied! 


ea aker 


JUVENILE DEPARTMENTS 
SS) MARKET ST. 1418 FELLMORE ST. 





HEADQUARTERS For Smp.ex Fieties Snoes For CHILDREN 











T. encourage early Christmas 
shopping as well as stimulate the spirit of Yuletide, 
San Francisco last year inaugurated the plan of dec- 
orating the shopping centers with trees and festoons 
of fir and colored lights and holding nightly programs 
in Union Square, which is in the heart of the down- 
town district. 

Various civic committees and associations of busi- 
ness men pledged their support of the endeavor. The 
C. H. Baker shoe stores tied-in by giving a Christmas 
party in their juvenile department to which newspaper 
advertising and direct-mail invited the small folk of 
the city. 

Santa Claus “in person,” enthroned in state in a 
sparkling ice hut, greeted the visitors. A sign over 
the opening of his igloo informed: “North Pole 
Broadcasting Co.” and a special radio “stunt” sent 
their voices back from the frozen arctic regions after 
the small visitors had confidentially whispered their 
Christmas wants into the long white whiskers of the 
old saint. 

A fish pond was a further adventure and a surprise 
gift rewarded each wee Izaak Walton. Balloons were 
also distributed and the specially decorated department 
presented a gay sight with the hundreds of visitors 
each bearing one of them. 


Make Folks Think of 


FOOTWEAR 


for 
Christmas 


How C. H. Baker “Tied in” 
with the San Francisco “Shop 
Early” Campaign by Staging a 
Christmas Party for the Kiddies 


By 
DOROTHY FARRAN 
Advertising Manager for C. H. Baker Stores 


In the afternoon a popular dramatic coach pre- 
sented a nursery rhyme play, “In the Land of Make 
Believe,” in which bright-costumed Mother Goose, 
Jack and Jill and Goosie Gander were represented. A 
ten-year-old girl, attired in romantic gypsy costume, 
further enlivened the program by playing gay tunes 
on an accordion as she wandered through the store. Six 
months ago a Fashion Show was given in the depart- 
ment. A check of figures revealed a pronounced gain 
in sales in the department for both days, notwithstand- 
ing the interruption of sales during the programs. 


* * *k * 


Bennotionat stunts like the 

Baker Christmas party are being developed by mer- 
chants in many cities to tie-up with the community 
plans for holiday publicity that are now an accepted 
feature of the program for the Christmas season. 
They serve to focus attention on the individual store 
and in a large measure to develop the holiday atmos- 
phere that is one of the essentials in producing a suc- 
cessful volume of Christmas business in the shoe store. 
One of the mental reactions that the shoe merchant 
must overcome when he goes out for Christmas busi- 
ness is the feeling on the part of many people that the 
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Broadcasting Christmas wishes. One of 

the features that caught the fancy of the 

youngsters in the Christmas celebration 
of-C. H. Baker stores 


shoe store isn’t just the logical place to 
look for gifts. For this reason it be- 
comes highly important that the shoe 
man who expects to do something really 
worth while in the development of extra 
sales of gift merchandise shall launch a 
promotional campaign bordering a bit on 
the spectacular to make his store stand 
out prominently among the many retail 
establishments competing for Christmas 
trade. 
Holiday decorations, distinctive win- 
dow trims and decorative schemes inside 
the store, attractive Christmas advertis- 
ing in newspapers and direct mail mate- 
rial are the usual methods of developing Christmas 
atmosphere in the shoe store. But some merchants, 
like C. H. Baker & Co., go much farther in making use 
of such spectacular features as the Christmas party 
to make people think of their stores at holiday time. 
Conservatism of many shoe merchants, particularly 
those who operate the smaller stores, may tend to 
deter them from entering aggressively into a campaign 
for Christmas business. There is no reason, however, 
why a store in the suburbs cannot by attractive deco- 
rations, window trims, etc., as well as by more spec- 
tacular stunts, establish a reputation as a Christmas 
gift center. Many of these smaller stores have dem- 
onstrated that the idea is practical and workable. Even 
such simple stunts as a Santa Claus distribution of 
small gifts or souvenirs to the children has proved ef- 
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fective publicity for many of the smaller stores. These 
things involve some extra effort and expense, but they 
can be made to pay dividends well worth while. De- 
cember is a month in which shoe stores have a need of 
extra business and the holiday season offers the op- 
portunity to develop it. 


Even in a year like this, 
when the thought of economy is uppermost in the 
minds of a great number of people, the Christmas 
season is a time generosity prevails and people buy for 
others as well as themselves, not limiting their pur- 


chases to sheer necessities. It is a time when purse 

strings are loosened and the determination to econo- 

mize is, for the time being, forgotten. Most lines of 
retail business profit greatly by the 
extra business of the holiday season. 
For some it is the big harvest season 
of the year. 

Shoe stores have been ultra conserva- 
tive in their attitude toward Christmas 
business. Because of the fact that 
most persons failed to respond favor- 
ably to the idea of shoes for Christmas 
giving, the shoe merchant has, in the 
majority of instances, been content to 
confine his Christmas promotion effort 
to some more or less perfunctory ad- 
vertising and a few displays of such 
merchandise as slippers and hosiery. 
More aggressiveness is needed. 


“In the Land of Make Believe.” Wait- 
ing for Santa Claus in the playlet given 
at C. H. Baker Christmas party 











Ornaments Follow Pumps 


Buckles and Bows in Vast Profusion 


of Styles for Christmas Selling 


By MADAME HAMILTON JEFFRIES 


Fashion Editor, Boot AND SHOE RECORDER 


Bans still have the 


preference among many women of fashion. 
Pumps that are trimmed or pumps that are 
plain. Even the gored pump swings into 
line. The American woman who follows 
fashion knows that the pump line with a 
throated buckle is most flattering for many 
costumes, especially if the buckle adds the 
correct touch of finish to her ensemble. 

The vogue of the dull black crepe gown 
with its well defined’ waist line, the new ac- 
ceptance of the persian lamb or Caracul 
trim on the’town suit or coat and the femi- 
nine princess theme lines which have added 
length in»this last season have made the 
pump the outstanding shoe pattern. Sombre 
finishes on all apparel and the dull hosiery 
of plain and intricate weave demand the 
dulled or semi-lustered leathers for daytime 
wear. 

When hats, coats, stockings and shoes de- 
lustered all finishes the jewelry industry 
realized the advantage of capitalizing this 
background. The earring and the metallic 
helt immediately found their way into the 
wardrobe of milady. Now the buckle .and 
the shoe ornament of bow or other design 
have vogued themselves into a most promis- 
ing position. Leather beaded and tailored 
combinations in two and one tone finishes, 
bows which straddle two colorings, are also 
to be seen in afternoon wear as well as in 
the formal evening types. Metallic clips 
and festooned effects are styled with bagettes 
and metal rondelles. 

Paris is showing heavier buckles than the 
American woman likes to wear, coin motifs 
in silver and oxidized effects, terraced lines 
and pyramids in two tones and butler fin- 
ishes. For afternoon and dinner wear the 
most exquisite festoon effects have been 
created. Black and gray pearls are com- 
bined with bagettes encased in silvered 
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mountings. Other types are made so as to 
allow a different pearl to be screwed on for 
each different frock, there being seven pearls 
in the set. These buckles also come, in sets 
with the dinner ring, which also has the 
changeable pearls. \ 

The afternoon picture is well set for such 
expression as the footwear fabrics lend 
themselves to glittering accents. These 
buckles are equipped with snap clip fastaers 
which hold tightly to the throat of the shoe 
but in no way are stationary. Many women 
of: the ‘social sets are wearitig shoe clips to 
match ‘the clip'on the gown, > 

Jewelers have capitalized this ‘clip vogue 
and gratifying results have been accom- 
plished through numerous sales. Gowns for 
the winter season are a fitting background 
for jewelry and the evening and ‘afternoon 
shoe can by clever salesmanship be made the 
base for buckles and extra sales. As high rid- 
ing straps for evening seem to attract most 
of the American debutantes there should be 
an opportunity to bring back the brilliant 
marquisite or rhinestone buckle cover. ° 


i seniiiis retailers, a buckle 
season means extra profit and a splendid 
Christmas business to count on. __ 

Many times the pattern or value of a 
buckle is completely hidden because of the 
setting. Buckles are nothing in themselves 
—they need background and display space. 

In many of the most successful shoe salons 
the art of buckle display is entirely gone; 
set after set is crammed into very small 
space with no given thought to the buckle 
background. Suckles at best are only se- 
lected pieces ot workmanship, but it is the 
application of the buckle to the garment or 
shoe that brings out the beauty of its use. 
Therefore, when displaying buckles show the 
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Marcus and Co., one of the ex- 
clusive Fifth Avenue jewelers, . 
displayed this jewelid ensern- 
ble. Clips fashioned of star sap- 
phires and baguettes were 
shown on pumps and again as 
shoulder pins on the black vel- 
vet gown. I. Miller cooperated 
with footwear 


buckle just as it is to be used on the article. 

Merchants are so apt to imagine that the 
public visualizes articles which are to be used 
for ornamentation, but the percentage of 
people who have the power to imagine the 
finished article is indeed very small. Manu- 
facturers themselves and designers some- 
times make grave and sad blunders in both 
design and proportion, so why should it be 
expected that the public as a whole will have 
the power of imagining the finished product ? 


7 The abc method whether in 
advertising or in display, or in fact in any 
business procedure is most always found to 


be the soundest. Involved words in adver- 
tising confuse the mind of the tired reader 
while the use of white space and airy back- 
grounds add a youthful relief atmosphere 
which in turn is conveyed to the reader. 
Massive and ponderous velvets, splashes of 
colored paints and an over amount of heavy 
coloring buries the value of background 
rather than enhances it. When a window 
is equipped with a brilliant lighting system 
then space is very important. 

Twenty-nine pairs of shoes in one display 
window are a lot of shoes, and unless the 
weight of color, the placement of footwear 
and the craft of window display is carefully 
studied, the display becomes worse than use- 
less. 

As this formal winter season promises 
every opportunity for evening buckles, and 
some jewelled heels, stocking and buckle 
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displays can be shown independently either 
in the small cases throughout the stores or 
in evening windows carefully planned as to 
color values and weights. 


Backes and ornaments, 
tastefully displayed in the windows and 
within the store, help to impart the gift shop 
atmosphere so important for Christmas sell- 
ing. These articles are in reality costume 
jewelry and as such are most appropriate for 
gift purposes. They help to dress a window 
or a show case attractively, to give it a holi- 
day touch and to enrich its appearance. In 
this way they serve to attract attention to 
the shoe store’s Christmas appeal. 

Aside from the display method of bring- 
ing shoe ornaments to the attention of your 
customers, the most effective way of in- 
creasing their sale is through suggestive sell- 
ing. The salesperson fits a customer with a 
pair of pumps and when the transaction is 
concluded asks her if she would care to see 
some buckles or ornaments. Perhaps he 
may bring several and show them to the cus- 
tomer upon his own initiative. It all depends 
upon the kind of store, character of its clien- 
tele, etc. As in all kinds of suggestive sell- 
ing, much tact and diplomacy must be used 
so as not to offend the customer or arouse 
resentment. Many customers are somewhat 
sensitive on the subject of having merchan- 
dise ‘wished on them,” as they regard it, and 
the salesperson must use his or her good 
judgment as to how far to go. 
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Make Your Plans Now for a 


PRACTICAL Christmas 


Necessities Will Be in Demand for Gifts This Year 
and Alert Shoe Stores Will Sell Them 


By MICHAEL MURPHY 
Advertising Manager, Krupp & Tuffly, Inc., Houston, Texas 


I; time to start thinking 
and acting about your Christmas business, and let’s 
get right down to brass tacks with the problem. First 
of all, the present disturbances in distribution are not 
any too encouraging for a wild orgy of spending for 
Christmas presents. This means that the mass mind 
is thinking along very practical lines—along the lines 
of buying or giving the necessary things. 

Now, just what are necessary things? And the an- 
swer to that is: those things which can be sold to the 
buying public as such. If every shoe retailer in the 
nation adopted a theme of some sort to use in Christ- 
mas promotions—and expressed that theme through- 
out the holiday season—almost any idea could be put 
across. Or better still, why not two themes? Two 
that were suggested to me are “SHOES—Your Best 
Gift to Yourself”—and “PRACTI- 


the local possibilities. The big thing to consider with 
special feature items, however, is that they have to be 
sold out fairly well to realize a profit, just as we must 
sell shoes out of the last pair to make an adequate 
return. There is this feature to stocking new and 
interesting gift articles in the shoe store or department 
—one which may be important: These added things 
bring more traffic, new faces, into that place of busi- 
ness. If the interior displays and the whole presenta- 
tion are made cheerful enough, many other things can 
also be sold to those who shop for these added gift 
items. 

Realizing that sectional needs and markets are dif- 
ferent in almost every part of the nation, the “check 
list” which follows is set up, not as a guide to what 
to do, but as suggestive of things which can be done 

for stimulating holiday business. Go 





CAL GIFTS of all years.” 

And so that breaks our merchan- 
dising effort into two parts—the 
selling of shoes as a gift to one’s 
self; and the selling of house slip- 
pers, hosiery, and articles related to 
footwear. Most shoe retailers have 
by this time fully realized that a 
little boost in shoe volume through 
the holiday season is highly desir- 
able. What better time, then, to 
create it than this season when peo- 
ple are practical-purchase minded ; 
selfishly cautious in their expendi- 
tures? A little more attention to 


TREMP 


through it—check and double check 
those things which appeal to you— 
then elaborate on them, and execute 
them according to your own ideas. 


Part I: ADVANCE PLANNING 


1. Start with a theme. Say to 
yourself, “I am going to sell more 
shoes—or more hosiery—or more 


ah Ww Pi in Coe ; eae : 
RO SS, Rg gift novelties,” or anything else— 
a 


but have a theme. Know what you 
want to do before you start. 

2. Prepare to execute that theme, 
with good merchandising, good ad- 
vertising, good displays, and good 





regular shoe business should be very 
productive this year at Christmas » 
time. 

In recent years many shoe stores 
and shoe departments have had 
some degree of success with novel 
gift items, limited in scope only by 
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THINGS 


for Everyone . . 
Krupp & Taffly 4... 


selling work. Make everything 
count in reaching the goal you set 
for yourself. 

3. Plan to do something different 
every day of the holiday season. 
Perhaps you can not run newspaper 
ads every day, or mail out direct 
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HOLIDAY HINTS 


FOR WOMEN 


Boudoir and House Slippers 
Hosiery, Lingerie, Handkerchiefs 
Handbags and Gloves 














Buckles and Ornaments 
Costume Jewelry and Perfumes 


FOR MEN 


Hosiery and Neckties 
Billfolds, Card Cases, Dairies 
Cigarette Cases and Lighters 
Golf Sweater and Hose Sets 
Spats and Overshoes 

Gloves and Handkerchiefs 
Pajamas, Robes, House Coats 
Comfort and House Slippers 


FOR BOYS AND GIRLS 


Skates and Skating Shoes 
Sweaters and Stockings 
Hiking Boots 

Snow Shoes and Snow Suits 


Slippers 
Belts and Buckles 


N 


if 


advertising every day, but you can present some new 
gift idea, having every ‘one on the selling floor present 
that idea on that day. Then it can be changed every 
day in the windows and interior displays, too. 


Part II: THE MERCHANDISE 


4. Arrange to have on hand enough of the mer- 
chandise you expect to promote most vigorously. 
Whether it be shoes, hosiery, bags, or other items, plan 
to buy so that you can quickly fill in depleted stocks 
on short notice. 

5. Set up a budget for buying gift merchandise. A 
little figuring and thinking about you own market will 
make possible the setting down of a fairly accurate 
estimate of what you can sell, and in the approximate 
quantity. 
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For Women 


BRIDGE SLIPPERS 


PAJAMA BOOTS 


A most popular ’Gifty™ slipper. of 
embroidered fabrics with maribou 

Ie Bleck, Coral, French 
Blue, and Ocean Green, with $77.50 
soft satin linings. The pair 


PAJAMA SANDALS 


One of the most attractive “Gifty”” 


hid 
ings. Featured at . . . 
le Sver and Gold Kid, $10.00 


SOFT-SOLE BOUDOIR 
Made of soft leathers in Brown or 


SATIN BOUDOIRS 


Made by Daniel Green, of finest 
satine, in Black, Delft Blue, Laven- 
der, Salmon Pink, and Rose, with 


silken pom-pom trimming. They 
have regular leather soles $4.00 
and heels . .” 


NOVEL DORSAYS 


The one illustrated is by Daniel 
Green, in lovely tinted crepe, some 
with contrasted linings. In Apricot, 
Aquamarine, French Blue, Coral, 
Gold, Lavender, Pink, and $[~ .00 


MULES TO TINT 


‘These dainty Mules come in White 
Crepe and in White Moire—and for 
those who wish them tinted any 
special color (which is $1.00 addi- 
tional) make « most unus- $[~ .00 
ual gift. The pair 


FEATHERED MULES 


Made of Black satin, with maribou 
feathers and satin linings in colorful 


For Men... 


SOFT SOLE OPERAS 


Made of fine soft kid leathers in 
Red, Blue, Green, and 


§ : pictured: 
jn Tan or Blue Kid, and $0" 110 


“Patent Leather. The pair 


BATH MULES 


PULLMAN SLIPPERS 


A splendid gift for the man who 
travele—of soft Tan Kid with slip- 
pers and cases lined with satin. The 
package when folded takes $(" .00 
but little room... . 


SUEDE OPERAS 


quarters of kid. In Red, Blue, and 
Brown combinations in har- $“7 00 
monious tones. The pair 
KID ROMEOS 

An ever popular Slipper 
with elastic-fitted sides. In Tan Kid 
leathers, one type with light turn 
soles, another with slightly $0.00 
heavier soles. $4.00 and . 


for men, 


RADIO BOOTS 


For the man who is « radio “fan” PSS 


the type of Slipper makes » most 
appreciated gift. They are fitted 
with « high standing collar, $77.00 
and in Blue or Tan Kid. . 


For Children | 


LEATHER HI-CUTS 
High cut slipper in Red or Blue 
leathers; felt linings and soft, pad- 
ded leather soles. Sizes 6 to 1S 
Ul, $2.50, 120 2°... * 

BOUDOIRS 
Made of soft Tan leather, with felt 
in American Beauty. With 
straps or without. Sises 6 to $6).00 

UL, $1.75, 12 to 2 .... 

SATIN BOUDOIRS 
A new style—of quilted 
Flame, Old Rose, and Delft Blue. 


satina, in 


- Soft leather soles. Sizes 6 $¢).50 
» to 12, $2.25, 12t02 .. 


CREPE MULES 


Crepes in Apricot, Aquamarine, 
Coral, Lavender, Gold, and Black 
with Salmon Pink linings. Gold kid 
trappings and heel pods $7 .00 
touch of “gifty” rick 


STRAP MULES 
For little gi Pink, Blue, and 
Red Satin; also in Black Satin, Blue 
kid, and Red kid. Gold kid $00 
strap. 12 to 2 

BOYS’ OPERAS 
Made just like Dad’e—with « heel 
and everything! Available in sizes 
11 to 2, im Red kid, at $4.00 $4.50 
—and in Tan kid, at.. 
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6. Take advantage of holiday packaging of mer- 
chandise. Many gift items can be had with plain or 
holiday boxes, and after the holiday season is over 
the merchandise can be removed from the boxes and 
placed in stock. The holiday air in a package adds 
immeasurably to the sales value. 

7. What to sell? Shoe stores have had a fair de- 
gree of success with many gift items, such as bags, 
buckles, handkerchiefs, perfumes, gloves, lingerie, 
costume jewelry, luggage, candies and other things 
for women; shirts, ties, underwear, pajamas, robes, 
golf sweater sets, gloves, and kindred lines for men. 
In many shoe stores the natural calls for merchandise 
other than the footwear carried will be a most reliable 
index as to what will sell in your store. 

8. Gift Hosiery. Since hosiery has been made a 


















eee 





merchandising football in many sections of the coun- 
try, with many stores cutting prices and spoiling the 
trade with constant dumping of seconds, prices this 
season will have to be very, very close to the prices 
people want to pay. Don’t get the impression that 
hosiery. will have to be cheap, but good stockings at 
the prices shoppers like best. It seems that shoe 
stores have been the last to promote the idea of three 
pairs as a unit of gift hosiery, through a price con- 
cession. Stockings attractively boxed in three pair 
units, and offered at a special price for.the three pairs 
should have a great holiday season. Mass displays of 
hosiery in the windows and inside the store should 
help to make an impression on the 
hosiery shopper. ; 

9. Buckles and Ornaments. These 
two gift ideas seem to go on forever, 
thousands of them being sold every 
Christmas. These two things are 
best sold in jewelry boxes, which can 
be purchased for as small a sum as 
you care to spend for them. And 
what a brilliant, smart looking gift 
box, with the sparkle of the buckles 
or ornaments contrasted against the 
box! 

10. SHOES—the gift to yourself. 
Here is an idea—it may or may not 











simplifying of your message; large illustration of the 
article featured, short, smashing, heading, price large 
enough to command interest, a word or two about 
sizes, colors, or to whom it might be given, and your 
signature plate. This type of Christmas advertising 


is particularly valuable in the last days of the shopping - 


season, when people read hurriedly. 

.13. Larger newspaper advertisements should be run 
in the early part of December, listing many different 
gift suggestions and prices. Fuller descriptions as to 
colors, sizes, and other information are quite suitable 
at this period. People are then starting to think about 
the appropriate thing for everyone on the gift lists. 

14: Use plenty of pictures. News- 
paper advertising needs more pic- 
tures, needs them worse at Christmas 
time. Pictures help to tell the story 
quickly ; if you picture a man’s opera 
slipper at $4 in your ad there is no 
question as to what an opera slipper 
is, or whether that is the type John 
or Grandpa likes. If the price of $4 
is more than the reader wants to pay, 
the line inserted below the price, 
“Other Opera Slippers at $2 up- 
ward” still saves the sale on opera 
slippers for your store. 

15. Avoid over-decorating ‘your 
Christmas newspaper advertising. In 








appeal to you. At any rate, it has 
possibilities. You can almost do what 
you want to with it. Advertising and window display 
working on that thought can create a lot of interest 
in such an idea. Those who can’t afford to be as gen- 
erous as usual with gifts for others should respond to 
such an idea. The health thought, “you owe it to 
yourself to have good shoes during the wintry 
months,” might add to the presentation. Large holly 
boxes in the window displays featuring this idea would 
serve to emphasize the idea of a “gift” to one’s self. 


11. House Shoes and Comfort Shoes. These things 
should have a good season this year, due to the intense 
interest in radio, and staying-at-home generally. Re- 
ports from furniture, playing card and book dealers 
indicate that people are more home-conscious than 
ever before. People are staying at home more—are 
interested in the things of the home more than ever 
before. Naturally, then, slippers to be worn in leisure 
hours will be very much in favor as gifts. Attractive 
boxes will add to the holiday atmosphere and will help 
to sell many slippers which would otherwise not be 
sold. 


Part III: Tue Pusticity 


12. Newspaper advertising. Newspaper advertis- 
ing should be posterized to a greater degree at Christ- 
man time than any other. By posterizing is meant the 
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many newspapers we see evidences of 
over-decoration, which in most instances results from 
too hurriedly selecting the illustrations from a mat ser- 
vice. Cut down the decorations and increase the size 
of your merchandise illustrations in that space. The 
fact that you put a running one-inch border of holly 
or wreaths around your ad doesn’t add a great deal 
to the fact that it is Christmas, and besides, you are 
cheating yourself of one column of your whole ad. 


16. Direct mail advertising. The types are effec- 
tive: a large, general folder illustrating and describing 
a lot of different items; or a series of smaller cards 
or mailing pieces costing approximately the same as 
the larger piece. In the case of the larger folder you 
can get a wide coverage of your piece, to amplify your 
other advertising; with the smaller pieces you can 
cover a smaller list with two or more pieces, getting 
greater returns from a smaller group. 


17. The large folder. Odd sizes should be avoided, 
as this causes big paper waste. It is best to consult 
with your printer before you make a layout for any 
size folder. The most popular sizes for folders seem 
to be 9 x 12 in., 12 x 19 in., and 19 x 25 in., as these 
cut out of most paper stocks with no waste. If these 
pieces are to be mailed in envelopes, these sizes also 
fit a ready-made envelope. By making an attractive 

[TURN TO PAGE 66, PLEASE | 


Boot AND SHOE RECORDER 
combining THe SHOE RETAILER, Oct. 25, 1930 

















STE 


sires 


Yet. 
that 


_ welt 


Of « 


adve 


And 
welt 
in-st 
sam 
illus 


combi 





What every woman 
PESIRES.... 


EXTREME LIGHTNESS IN A WELT SHOE 








STETSON has achieved what every woman de- 
sires .. . extreme lightness in a welt shoe. 


Yet so ingenious is the construction of this shoe 
that it actually will outwear the average 
welt shoe. 


Of course, to you this superb shoe has many 
advantages... 


... A vast market. 
... A substantial margin of profit. 


And the beauty of it is these extremely light 
welts are carried in Dept. 5, Stetson’s famous 
in-stock department. Your order is shipped the 
same day it is received! Send at once for catalog 
illustrating and describing these newlightweights. 
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STYLE 2049 


AA A B&C 
4-9 32 to 9 3-9 





STYLE 2049 
A classic oxford of imported dark brown calfskin trimmed with 
genuine alligator skin . . . tapering solid leather heel. The 
mode for afternoon. 








STETSON 


For Men and Women 


THE STETSON SHOE COMPANY, Inc. 
SOUTH WEYMOUTH, MASS. 














Mr. Grossman: What is it you 
want to know about lasts? 

Adv. Man: You can begin with 
the assumption that I do not know 
anything about lasts. And I don’t. 
That leaves the field wide open for 
you. 

Mr. Grossman: A book could be 
written about lasts—a big book, too. 

Adv. Man: Well, to get started, 
what was the first big improvement 
in lasts in which a Grossman had a 
hand? 

Mr. Grossman: You know that 
shoes, both left and right, used to 
be made on uniform straight lasts. 
The left foot and the right foot 
shoes were made exactly the same. 
My father originated the right and 
left lasts. 

Adv. Man: Well, that’s excellent 
for a starter. What else? 

Mr. Grossman: Well, there have 
been so many improvements in lasts. 
For instance, 30 years ago we cre- 
ated the first workable metatarsal 
feature. We originated the first 
practical combination last. The idea 
of the close fitting heel was devel- 
oped in our factory. I can say, 
without fear of successful contra- 
diction, that almost ‘every comfort 
feature that has been adopted in 
the industry was wholely or partly 
originated in our factory by our 
organization. 

Adv. Man: The Grossman lasts 
seem to be the-standard by which 
lasts are judged. Why is it that 
they are so outstanding? 

Mr. Grossman: I guess that’s be- 
cause we have realized all along the 


importance of having just the proper 
lasts. We have been alert to every 
change, to every new development. 
Take this new method of grading 
which is being used by Daetsch & 
Woodward. Mr. Sprinz, here, can 
tell you that the system is the result 
of ideas which we have worked out 
with them from time to time. And 
I consider it the most successful sys- 
tem to date. Tell us of its advan- 
tages, Mr. Sprinz. And remember, 
this fellow puts every word you say 
in his ads. 

Adv. Man: Not every word, Mr. 
Grossman—all but the swear words. 
I get those now and then. 

Mr. Sprinz: We found that un- 
der the old system of last-grading 
shoes of size 6 and up did not fit 
as well as shoes of size 5% and 
down. 

Adv. Man: But why was this so? 

Mr. Sprinz: The human foot does 
not lengthen out in the heel part in 
the same proportion that it does in 
the forepart as sizes get larger. This 
left too much room at the heel if 
the length in front was right. And 
too much length in front if the heel 
fit properly. Our system of grading 
follows in detail the way Nature 
makes the foot grow. This insures 
a snug-fitting heel and plenty of 
length in front. 

Adv. Man: That’s very interest- 
ing. Even I can understand that. 
Any other advantages? 

Mr. Sprinz: Lots of them. Shoes 
made over these new lasts have that 
short coupled backpart so much de- 
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Mr. Frank Grossman, president of 
Julius Grossman, Inc., discusses 
lasts with Mr. Carl Sprinz of 
Daetsch & Woodward, last mak- 
ers, and with the advertising coun- 
sellor. 


sired these days. And the three 
weight-bearing points are placed 
properly. This gives body balance 
by equally distributing the weight 
on the bearing points. 

Adv. Man: Go on; I’m really be- 
ginning to enjoy this. It isn’t even 
technical. Seems like good common 
sense to me. What else? 

Mr. Sprinz: Here’s a fine advan- 
tage: Now it is possible for every 


No. 375—Black Kid 
No. 377—Brown Kid 
Widths: AAAA to E 
Sizes: 3% to 9 


size to carry the same height heel 
and yet maintain the same toe- 
spring. I'll explain that. It’s very 
simple. Formerly, when making lasts, 
only one to three models were made 
up for each width, and all sizes were 
planned from these. When the size 
of the lasts grew larger the grading 


SHoE 
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Wien consider the AASV frat 
jime FEATURE SHOES. 


of these lasts would give more toe- 
spring. The larger the size the 
more toe-spring. 


No. 385—Black Kid 
No. 386—Patent Leather 
No. 387—Brown Kid 
Widths: AAAA to E 
Sizes: 34% to 9 


Adv. Man: How was that over- 
come? 

Mr. Sprinz: I’m coming to that 
now. Under the old system, it was 
necessary to put on higher heels on 
the larger sizes to lessen the toe- 
spring. In many cases 4% of an inch 
had to be added. Naturally, more 
height is exactly what the larger 
women did NOT want. 

Adv. Man: I can see that, too. 

Mr. Sprinz: With our new method, 
it is necessary to make a model for 
every size and width to work out 
these lasts. This gives a natural 
custom fit. And the heel height and 
the toe spring are the same in all 
$1zes. 


WHOLESALE SAMPLE ROOMS 
537 FIFTH AVE., NEW YORK 
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Adv. Man: There surely are 
enough advantages to this new grad- 
ing system of yours. 

Mr. Sprinz: And those aren’t all 
the advantages, either. Shoes made 
over these lasts are much easier 
fitted. The task of the salesman on 
the fitting stool is made easier. Cus- 
tomers are made happier. That, of 
course, makes for better business 
and greater good-will. All these 
factors have been paramount in the 
great success of Julius Grossman 


‘shoes over the last 35 years. 


Mr. Grossman: I suppose at times 
you thought us rather finicky about 


No. 411—Black Kid with Black 
Suede Inserts $8.25 
No. 440—Brown Kid with Brown 
Suede Inserts 9.00 
Widths: AAAAAA to E 
Sizes: 34% to 9 


NOTE: This shoe is two widths wider 
at the ball than at the heel. Widths 
specified above are heel widths only. 
Lengths are standard. Mention width 
of foot at ball when ordering. 


Stock Catalog on Request 


JDL 


GBOSSMAN 


4 Shoes 4 _ 
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lasts. I know we have burned the 
midnight oil together over what 
some persons might call the slight- 
est details. Yet, history proves that 
attention to details makes for suc- 
cess in the bigger things. 

Mr. Sprinz: We have been mak- 
ing lasts for your firm from the 
very first day we went into busi- 
ness. We know of no concern any- 
where that is as fussy about minute 
details as you folks are. I can un- 
derstand that. We take your sug- 
gestions and welcome your ideas. 
We give you the best that we know 
how to make. Your lasts are fa- 
mous because they have proven out- 
standingly right. 

Adv. Man: Can any other firm 
ever get the lasts made for Julius 
Grossman ? 

Mr. Sprinz: Certainly not. We 
have been offered many thousands 


© of dollars worth of business to use 


these lasts for other concerns. But 
they cannot get them. They are de- 


' veloped by, with and for Julius 


Grossman, Inc., and no business 
would be large enough to tempt us 


_ to violate the confidence which has 


been placed in us by any of our 
customers. 

Mr. Grossman: I think we should 
show in the ad. a few of our IN- 
STOCK shoes made over Daetsch 
& Woodward lasts. 

Adv. Man: All right, Mr. Gross- 
man. They'll go in. 

Mr. Grossman: Now let’s call it a 
day! 

Adv. Man: That’s great! I’ve 
been trying my darndest to think of 
an ending for the ad. And you’ve 
just said it. Let’s call it a day. 


FACTORY 
372 DE KALB AVE., BROOKLYN 








Protect Your Customers 


‘Preserve the gooduill 


of your business 


by specifying 


ALPHA 


WOOD HEEL 
SCREWS 


THIS screw cannot 
work out of place. 
The thread securely 
grips the fibres of the 
wood insuring per- 
manent attachment. 
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AWHERTIBING PAGES wu 0vED 


Shoe Store Service Section | 








Devoted ‘to 


DISPLAY, EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 





Merchandising the Ensemble 


"Doe more than ever before, 
Milady looks at shoes primarily as part of a dress 
ensemble. 

She measures the desirability of a certain shoe not 
merely on its utility or charm as a shoe, but, first of 
all, on its adaptability to a certain costume which she 
has or expects to have. 

This is a consummation much to be desired, as it 
makes for increased pairage. 

By the same token it is a factor to be reckoned with 
by those who plan the store’s displays and advertising. 

The essence of least-resistance salesmanship is to 
lead peoplé along their own line of thought to the 
point where they get the right view of what you have 
to sell. So, with women thinking in terms of ensemble, 
why not make that the basic theme in windows. 

The matter of ex- 
ploiting the ensemble 
in shoe windows may 
offer some difficulties, 
but these should not 
be insurmountable. 

Here is how one re- 
sourceful display man 
went about it: 

M. D. Lagee, dis- 
play manager of the 
Cutler shoe _ stores, 
Chicago, used a bay 
between two doors in 
the lobby of the State 
Street store to show 
shoes in conjunction 
with dresses, hats and 
bags. 

To impart an added 


human-interest touch 
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Cutler’s, Chicago, showed a complete ensemble in each of four com- 
partments on this slowly revolving turntable. 


to the window he used, instead of wax models, life- 
sized photo enlargements of actresses playing in the 
city at the time. These were showing wearing dresses 
with hat to match and with shoes, hose and handbag 
by Cutler. 

In the center of this bay, which has glass on three 
sides, was placed a large turntable. This was divided 
by upright wall board panels into four compartments, 
each of which showed a complete ensemble—the iden- 
tical outfit worn by the actress shown in the enlarged 
photo. 


Tre turntable revolved slowly, 
allowing ample time for the study of each of © 
these unit displays before the next one came 
around. This win- 
dow attracted an un- 
usual number of wo- 
men and it was noted 
that the majority 
stayed to see all 
four of the ensemble 
displays. Dresses and 
hats to match are com- 
ing in for a good deal 
of attention. These 
help considerably to 
induce people to stop 
and look in a window 
—though it be a shoe 
window. Hence it be- 
hooves the shoe mer- 
chant to get them 
from a women’s wear 
dealer who doesn’t 
handle shoes. 
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DISPLAY 

FIXTURES 

‘“*STYLED”’ 

TO 

SELL 
MERCHANDISE 








DESIGN AVEDON 
NO. 2450 LINE— 
A COMBINATION 
wooodD AND 
METAL DISPLAY 
FIXTURE USING 
BIRD’S EVE 
MAPLE AND 
CHROME NICKEL 
FOR STANDARD 
AND METAL 
SHOE TOPS. 














No. 4152 


AN ENSEMBLE DISPLAYER FOR 
MERCHANDISE FROM 

WHICH HOSIERY AND 

PURSES OR EVEN A 

SINGLE SHOE MAY BE 

DISPLAYED TO MAKE 

A NEAT AND EFFEC. 

TIVE SETTING FOR 
MERCHANDISE. 


& 


FOR THE LATEST IN FIXTURE 
INFORMATION WRITE— 


HUGH LYONS & COMPANY 
LANSING - - - MICHIGAN 


SALES OFFICES 
NEW YORK—485 FIFTH AVE. CHICAGO—I331 MERCH. MART 
BOSTON—52 CHAUNCY 


Member of National Display Equipment Association 











You Can Sell 
More Shoes, If— 


displayed in the 
moderne man- 
ner. Onli-Wa 
maple and wal- 
nut units attract 
attention, in- 
duce sales. 


Reg. U. S. Pat. Off. 


3660 Send for Catalog 
No. 18. Write today! 


Dozens of trims can be made with Onli-Wa units. 
Solid maple with black edges, solid walnut, or combi- 
nations of enameled colors. Individual pieces can be 
purchased as illustrated. 


THE ONLI-WA FIXTURE CO. 
Dept. B. S., St. Paul Ave., Dayton, Ohio 


Display Cor, 1440 Broadway, New York, N. Y. 
Chicago, 1323 Merchandise Mart. 

Seattle, ye 3034 Arcade Bldg. 

Buffalo, N. Y., 12 Root Bldg. 


Members National Display Equipment Association 

















WARNER SPATS 


Large stocks on the floor, for AT ONCE 
shipment. 


ENGLISH BOX CLOTH 
KERSEY 
FELT 


ranging in rice from 
$10.00 to, $27.00 per 


In TYLE — x 
ITY and FIT The 
WARNER SPAT 
doffs its hat to none. 


Made by 
The W. W. Warner Mfg. Co. 
317 SYCAMORE ST., CINCINNATI, OHIO 
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2x 
Greeley’s House Slippers 


Ladies’ Black Vici Kid 1 
Strap Slipper, Quilted Sock, 
Sewed, Turned, Leather Sole. 
Right and Left Last. 
Whole Rubber Heel. 
12 pr. lots, $1.35; 
36 pr. cases, $1.30 
per pair. Stocked. 


A. W. GREELEY 








12 Duncan St., Haverhill, Mass. 








Boot AND SHOE RECORDER 
combining THB SHOB RETAILER, Oct. 25, 1430 











ADVERTISING PAGES MBMOVED 


NATIONAL NEWS 


SATURDAY, OCTOBER 25, 1930 


EVERY WEEK 








Making a Gain 
By Eliminating 
Waste in Style 


Lynn Manufacturers Looking 
Forward to Fewer Dead 
Patterns and Colors 


LYNN, Mass.—Shoe manufacturers 
are back from New York with a deal 
more confidence than they had when 
they went out. And the same is true 
of the tanners, supply people, makers 
of lasts and patterns. 

Much of the guess has been taken 
out of “the greatest guessing contest in 
the world,” the question of what wo- 
men next will wear. The course of 
fashion has been charted for the com- 
ing season of 1931, even as it was for 
1930. The guide posts have been set 
up along the way, and so there’s no 
occasion for hit or miss and haphazard 
styles, with the risks that a lot of them 
will turn out to be of the not wanted 
class, and so being, land on the bargain 
counter to the general demoralization 
of the foot-wear industry. That’s the 
way Lynners look at it. 

The one big gain of the women’s shoe 
business this year has been the cutting 
off of losses on the styles that went 
dead because they were of designs biz- 
arre, or hues peculiar, such as did not 
fit into the ensemble of fashion. And 
there’ll be more of this*gain the com- 
ing season. 

Prices continue to show the longest 
range ever. Styles are moving toward 
the winter types, after the longest run 
on light weight summer types that 
Lynners have known. Pumps of the 
opera pattern have had an uncommon- 
ly long run, partly on account of the 
long spell of mild weather in early fall. 
Suede has already done better than 
was expected, according to the tanners 
of this velvety calf stock, and this may 
be due in part to the fashion of suede 
bags as well as shoes. It is noted that 
kid leather is showing a finer grain 
than ever, and that complaints about 
coarse grained skins are fewer and 
fewer. This is due in part to the selec- 
tion of finer skins, and in part to the 
improvements in tannages, especially 
the finish. The next gain is a larger 
use of kid, 
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Cold Wave Helps Mid-West Trade 


Retail Stores and Wholesale Houses Experience Improvement 


But Shoe Trade 


Cuicaco (UTPS)—The volume of 
business experienced by local retail and 
wholesale shoe firms, during the past 
week, displayed a decided degree of 
strength, indicative of the gradual im- 
provement now going on in the mer- 
chandising field, and reflecting general- 








P. Y. Smiley to Be Footwear 


Development Manager 


ITCHENER, 

ONT.—The re- 
turn of Pearl Y 
Smiley as develop- 
ment manager of 
the footwear divi- 
sion of the Cana- 
dian Goodrich 
Company was re- 
cently announced 
by E. S. Sargeant, 
general manager 
of the Kitchener 
factory. 

Mr. Smiley is 
well known among 
rubber men both in Canada and the 
United States. About thirty years ago 
he started with the Maple Leaf Rubber 
Company in Port Dalhousie, Ontario, 
his home town. A few years later he 
joined the Berlin Rubber Company in 
Kitchener. His next move was to help 
organize the Merchants Rubber Com- 
pany, taking over the office of super- 
intendent. To these duties was added 
that of superintendent of the Maple 
Leaf factoy which had become a part 
of the Dominion Rubber System. 

From 1916 to 1920 Mr. Smiley served 
as footwear factory manager of the 
various plants in the Dominion system. 
In 1920 he associated with the Ames 
Holden Rubber Company as _ super- 
intendent of tires and footwear, which 
position he continued to hold when 
Goodrich bought the Ames Holden Com- 
pany in 1924. His work was so out- 
standing that the parent Company, 
The B. F. Goodrcih Rubber Company 
in Akron, transferred him to the-latter 
city as their footwear development 
manager. 


Pearl Y. Smiley 
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Is Still “Spotty” 


ly increased buying activity. Merchants 
appeared in an optimistic frame of 
mind, citing various aspects of their 
business to show the manner in which 
the public is back in the market, re- 
habilitating it depleted shoe wardrobes. 
Cold weather has been an important 
factor in stimulating business through 
the Mid-West. 

One of the larger wholesale firms 
reported some delay in filling orders, 
the result of a successful promotion 
and advertising campaign. Steady 
buying demand throughout the Mid- 
West was shown by the orders received 
from the out-of-town merchants. 

Commenting on business, A. J. Ma- 
thews, head buyer for Hanan & Son, 
says: “With us, trade is good but 
rather spotty. Several days recently, 
we have oversold our volume for the 
same days of 1929—then again, on 
some days we haven’t equalled our last 

ear’s sales. However, on the whole, 

believe that all of us should be satis- 
fied with present volume giving due 
consideration to existing conditions. It 
could be very much worse, therefore we 
should not complain.” 

F. E. Foster had an excellent display 
different from the usual run. One win- 
dow featured baby alligator and con- 
tained a few pairs of such shoes. 
Spread around under the shoes and 
draped over numerous stands were a 
large number of actual baby alligator 
skins, well-tanned and finished. The 
other window was given over to the 
same sort of display, but featured calf- 
skin. Apparently the firm senses the 
increased demand for alligator as an 
all-over material and as a smart trim. 

Suedes are going along better than 
most shoe men expected, especially 
browns, and the burgundies, greens and 
blues. While, so far, facts have seemed 
to indicate that it was to be a “black 
season,” browns are rapidly gaining, 
according to a number of leading Chi- 
cago retailers Most of the large Loop 
stores are placing browns in promi- 
nence in their windows, relegating 
blacks to the back and less important 
positions. 

Apparently these wise merchants feel 
that a change is coming. 
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DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 
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IN STOCK 
Margate Last 


Lot No. 640 
Tan Norwegian Grain Oxford 


Lot No. 650 
Black Norwegian Grain Oxford 


Widths A-E 6-11 


4 


It is the most natural thing in the world for a 
man to “stay with” the store that gives him the 


kind of shoe value he expects. 


Boot aNpD SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 25, 1930 








Calves and Kids 








The camera man caught these smart Fall styles from the many shoes shown at 
the Kid Leather Exhibition last week at Fifth Avenue and 55th Street 








Beautiful New Mabley & 
Carew Store Opens 


CINCINNATI (UTPS)—Boasting 
seven shoe departments, the new Mab- 
ley & Carew Co.’s store, at Fifth and 
Vine Streets, Cincinnati, in the new 
three million dollar Starret building, 
threw open its beautiful bronze doors 
for a formal visiting day, Tuesday, 
October 7. 

Headed by Governor Meyers Y. 
Cooper, a distinguished gathering of 
local dignitaries and practically all 
shoe men of note in the city took time 
off to view the new store and to felici- 
tate its owners on 54 years of continued 
service. 

American Walnut and Prin Vera 
with Walnut Inlays carry out the de- 
sign in modernistic motif for the 
spacious and beautiful department for 
women’s shoes, on the third floor. A 
welcome addition to Cincinnati mothers 
is the attractive futuristic off-room de- 
partment for growing girls. 

Claude Monser, general manager of 
all shoe departments, has acquired the 
services of J. B. Logan as his assist- 
ant. Mr. Logan, a former Cincin- 
natian, comes from Stix, Baer and 
Fuller, St. Louis. 

The personnel of all shoe department 
heads include Ned White, Miss Roda- 
baugh, P. J. Smith, H. Hahnel, Jerry 
Keuper, Roger Wakeman, Ben Mader 
and Giles Meyers. 

Robert Vollman, son of George Voll- 
man of Vollman & Lawrence, is now 
connected with Mabley’s men’s shoe 
department, Cincinnati. 


Melville Sales Increase 
Nine Per Cent 


New York City—The Melville Shoe 
Corporation reports an increase of 
$182,843, or 9.13 per cent increase for 
the month of September over the corre- 
sponding month a year ago. Sales for 
the first nine months of 1930 totalled 
$21,097,025, an increase of 13.30 per 
cent over the $18,621,253 reported for 
the first nine months of 1929. 
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Kid Display on Fifth Avenue 
Draws Crowds 


New York—lIn the spacious salon of 
the showrooms formerly occupied by 
the Renault Automobile Company, 
Fifth Avenue and 55th Street, the kid 
leather tanners last week produced a 
human interest fashion show. 

Under the able direction of James 
Lyons, the all-day showing attracted 
throngs of interested visitors. 

The windows were _ attractively 
planned so as to give a credit display 
to all cooperating firms who donated 
footwear for the showing. All types 
of costumes were shown with matching 
or accenting footwear. 

Twelve or fourteen models appeared 
now and. again featuring footwear 
from well known houses. These models 
first walked a runway to the off-stage 
music of some popular number and 
then wove in and out between the 
chairs, giving information as to color, 
price and suitability. 

Thousands of shoppers stopped each 
day to see the windows and crowds 
changed every hour or so in the foyer 
of the salon. The models were under 
the personal direction of Mrs. Van 
Dyke, of the firm of George D. Hirst, 
promotional director for the kid asso- 
ciation. 


Edison Bros. Show Increase 


ATLANTA, GA. (UTPS)—Increased 
sales, both for September and for the 
first nine months of 1930 over the 
same period during 1929, are shown 
in reports just made public by Edison 
Brothers, operators of the Chandler 
Shoe Stores and others in the South- 
east. 

September sales for the company to- 
talled $474,551 as compared with $349,- 
569 in September, 1929; an increase of 
35.7 per cent. While sales for the first 
nine months of the year amounted to 
$3,313,529 as compared with a total of 
$2,633,835 for the corresponding period 
last year; an increase of 25.8 per cent. 
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No. 60 Evans Black Ruby Kid 
$60 Same as above with Arch Sup. 


nsole 
65 Benz Brown Kid 


80 Black Kaffor Calf 
85 Tan Kaffor Calf 


The First Pair 
Sells a Second 


Every shoe dealer envies a 
merchandiser in another line of 
business who has the exclusive 
agency on a line of merchan- 
dise that people want and 
can’t buy but at that one place. 


When you put in Musebeck 
Shoes you have merchandise of 
that type. We give exclusive 
agencies and there is no other 
shoe just like this Musebeck Shoe. 
Your customers will like it, and 
they won’t be able to duplicate it 
at any other store. 





WRITE FOR CATALOG 


LONGITUDINAL- ARCH 





(A) 

(A) A thick insole with wedged heel seat 
supporting the oscalsis bone and center 
gravity of the hody weight. 

(B) A special, wide, strong, guaranteed 
Arch Support shank, wedge shape at heel, 
supports the Inner and outer Longitudinal 
Arch. Copyrighted 





TERMS: 2% 20 DAYS-30 DAYS NET 




















WHERE TO BUY 
Men’s Shoes 








What’s New? 


And What’s Said About It 














ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 





87 IN-STOCK STYLES FOR MEN 
11 IN-STOCK STYLES FOR BOYS 


BMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 
WRITE TODAY FOR CATALOGUE 
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().. A. PACKARDCO., Makers 
BROCKTON 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 














This new heel ornament has attracted a lot 

of attention at the Shoecraft Shop in Fifth 

Avenue and elsewhere. As seen from the 

illustration it slips on and off easily at the 

will of the wearer. Paul Mariani, New York, 

is the maker. The ornament is offered in eight 
different designs. 








Test Composition Soles 
and Heels 


New YorK—Ten messengers of the 
New York staff of Postal Telegraph 
are testing shoes fitted with the com- 
position soles and heels manufactured 
by the Lima Cord Sole and Heel Com- 
pany, Lima, Ohio. 

Each messenger has been furnished 
with a pedometer to record the number 
of miles the shoes will last without re- 
soling. 

Arrangements for the test were made 
by Gill Quinn, factory representative of 
the Lima concern. 

Preliminary tests reveal that Postal 
Telegraph messengers walk an average 
of 13 miles a day. Similar tests have 
been made using shoes furnished by 
the Melville Shoe Corporation and 
R. H. Macy & Co., New York depart- 
ment store. 

The messengers have been furnished 
charts on which they will record their 
weekly mileage, with remarks concern- 
ing the condition of the shoes. 


Plan to Make Legion Shoe 


BROCKTON, Mass.—Provided that of- 
ficial approval is given by the executive 
committee of the National Department 
of the American Legion, the W. L. 
Douglas Shoe Co. soon may be working 
on plans for a new factory in which 
will be manufactured the official Legion 
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shoe. Officials of the company have 
had a new dress uniform shoe designed, 
to be made on one last and in one pat- 
tern but on all sizes and widths, which 
it desires to stamp with the official 
stamp of the Legion, and to call the 
Legion shoe. 

A delegation of national officers vis- 
ited the factory last week when the 
proposition was put to them. The shoe 
would retail for $7. The company 
would have them manufactured only 
by Legion men and wives or sisters of 
Legion members. 


Shoe Men Do College 
Research Work 


LANSING, MicH. (UTPS)—John 
Metcalfe and Harry L. Peck of the 
Shubel Shoe Company, have gone to 
Antioch College in Yellow Springs, 
Ohio, where they will devote some time 
in work in the research department of 
orthopedics. After they finish their 
studies they will visit the shoe markets 
in Cincinnati. 


Springs in Treads 


LyNnN, Mass.—Spring-O-Pedic Co. 
was recently incorporated, with a capi- 
tal of $100,000, by Allen B. Newhall, 
Edward Klein, Julius Bernice and Will- 
iam A. Sullivan. The company has an 
invention which provides for making 
shoes with springs in their treads. 














New Type of Rubber 








Illustration shows a rubber known as the 
Shower Shu which is designed to slip over the 
soles of either men’s or women’s shoes to af- 
ford protection from wet or dampness. It 
comes in two colors, brown or black, two 
widths and range of sizes. A pair can be 
folded up to slip in handbag or pocket when 
not in use. Golo Slipper Co. is the distributor. 
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SHOE FOR MEN 


With Saddle-Arch Feature 


No. 8852—The “SCOTTY”—Selected Black Calfskin. Widths AA to D $5.25 
No. 8853—Same in Brown Calfskin. 


{In these Saddle-Arch patterns young men find just what they want in stylish footwear that can be 
worn with bracing, restful ease. They combine the best features of the rigid and flexible arch foot- 


wear—are health shoes that truly correct foot troubles. 


1 In “CLASSICS” we offer twenty-three in-stock styles — fourteen regular and nine Health Shoe 
styles — five of the latter with the Saddle-Arch feature. 


| Catalog or Salesman Sent Quickly on Request. 


Peles ---------- - ST.LOUIS 


Branch of International Shoe Co. 
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WHERE TO BUY 
Men’s Shoes 


BEACON SHOES 


IN STOCK 
SERVICE 


F. M. HOYT SHOE 


co. 
Manchester, N. H. 





WELp 


W 


Men’s 
Fine 
Shoes 


SHOE cay 
Shee Co. 

Besten—183 Essex Street 
N. Y¥.—915-917 Marbridge Bldg. 


“A MAN’S DECISION” 


THE 


Mass, 











ir 4F 


WHERE TO BUY 


Women’s Shoes 





Ultra-Smart Sandals 


pen 
Unusual 
Profits 
Write direct 


BIARRITZ SANDALS, INC. 
33 West 27th St. New York 








FOR WOMEN 





THE JOHN EBBERTS SHOE CO., INC. 
IN Baffalo, N. Y. STOCK 








eel 


WHERE TO BUY 


Women’s Novelties 


[Ja Nido 


SANDALS 


will be the rage during 1931 


Ask Mr. I. Lichtenstein, who is traveling 
through the South, and Lester Jones, who 
is covering the Middle West with our 
complete line of Braided Shoes, about the 
Da Vido Sandals. 


THE R. STERN CO. 


IRWIN W. DAVID, Ceneral Manager 
303 Fourth Ave. New York 























Ohio Retailers 
Again Warned of 
Sales Tax Peril 


Control of Stock, Pushing 
Salable Goods and Other | 
Problems Discussed 


DAYTON, OHIO (UTPS)—With an 
attendance of 134, in which retail shoe 
dealers played an important part, the 
district meeting held at the Van Cleve 
Hotel October 15 under the auspices of 
the Ohio Valley Retail Shoe Dealers’ 
Association, the Ohio Retail Clothiers’ 
and Furnishers’ Association, the Ohio 
Retail Dry Goods Association and the 
Ohio Retail Jewelers’ Association was 
a marked success. Following the dinner 
a merchandise clinic was held with 
Frank Stockdale, business consultant 
and manager of the store management 
divisions in charge of the discussions. 
Mr. Stockdale described present-day 
merchandising conditions and empha- 
sized the necessity for retailers to know 
the facts relative to their business in 
order to succeed. Better control of 
stock, mor attention to pushing sal- 
able merch adise, cleaning out slow- 
moving and shop-worn stock and a bet- 
ter knowledge of the customer’s wants 
were essential features of a successful 
business, he declared. 

C, E. Dittmer, secretary of the asso- 
ciations sponsoring the meeting and 
assistant director of the Ohio Council 
of Retail Merchants, presided. Mr. 
Dittmer warned retailers of the great 
danger of a sales tax by the coming ses- 
sion of the legislature, and urged all 
retailers to oppose such a measure as 
inimical to the retail trade in Ohio. 

A. G. Spraley, head of the Spraley 
Footwear Co., Dayton, and recently 
elected president of the Dayton Shoe 
Club, also spoke. 

Senator Kumler was a speaker and 
discussed taxation matters. 

_ The district is composed of the coun- 
ties of Darke, Preble, Montgomery, 
Butler, Warren, Miami and Shelby. 


Business Brisk in 
Southwest 


SAPULPA, OKLA. (UTPS)—Sixty per 
cent matz kid is the way things are go- 
ing in Pitt’s Bootery, Sapulpa. Patent 
sells about 15 per cent, suede 10 per 
cent and the rest is miscellaneous. 
Most of the trade demands black, but a 
brisk call for brown turned up a few 
days past, almost wiping out stock of 
that color. French heels continue to be 
popular with most patrons. Some want 
the lower French, but 17/8 and 18/8 
predominate. Trade in general is fairl 
brisk, although not so much so as in 
the corresponding seasons of other 
years. This seems to be due to eco- 
nomic conditions in the country at 
large rather than any local condition. 
Dealers think the economic condition 
may have something to do with the 
styles of shoes which are selling. 
Lighter trimming s better than the | 
elaborate designs of past seasons. Very 
few reptile shoes are being sold, al- 
though small trimmings of watersnake 








and lizard are still popular. 


Marott Shoe Shop 
Organizes Benefit Ass’n 


INDIANAPOLIS, IND. (UTPS)—The 
annual election of officers of Marott. 
Shoe Shop Employees Mutual Benefit 
Association, took place on Wednesday 
evening, Oct. 1. Robert Payne, credit. 
manager, was elected president, Arthur 
C. Brough, of the shipping and delivery 
department was elected vice-president, 
Ruth Devine, of the accounting depart- 
ment was elected secretary, and George 
Ivan Thompson, auditor, was elected 
treasurer. Seven directors were elected ; 
Karl Edwin Ochiltree, Joseph Renner, 
William Waterman, Emerson Price, 
Edward Keller, L. H. Noble, and Harry 
Frame. The association was organized 
six years ago by the employees of the 
store to create a benefit in case of 
sickness or death. The compensation 
paid in case of sickness is governed by 
amount of employees’ salary. Follow- 
ing the annual election the usual dance 
and card party was held, the expense 
of which is borne by the association. 


John J. Mahler Dies 


RocHester, N. Y. (UTPS)—Funeral 
services for John J. Mahler, manager 
of the New York office of the United 
Shoe Machinery Co. and one of the 
best known men in the trade in western 
New York, were held here last week. 
Burial was made in Mount Home Cem- 
etery, Rochester. Mr. Mahler began 
his career as a boy in the D. Armstrong 
Shoe Manufacturing Company here. At 
22 he joined the staff of the United 
Shoe Machinery Company, where he 
rose rapidly to assistant manager of 
the Rochester plant. He was appointed 
to the New York post nine years ago. 
He was 49 years old when he died. 
Former friends and associates in the 
shoe industry attended the funeral ser- 


vices here. 


Open Shoe Department 


San Josp, CaL. (UTPS)—Roos 
Bros. have opened a new shoe depart- 
ment, a Nettleton Shoe Company con- 
cession, with A. W. Forsgren, formerly 
of Harris & Franks, Los Angeles, as 


manager. 


Bruce Barton Says— 
[CONTINUED FROM PAGE 19] 


possible. I must die to be better it 
appears to me. I can write no more.” 


And now, for even more gloom: 


“What madness impels me to de- 
sire my own destruction? Why for- 
sooth am I in the world? Since 
death must come to me, why should 
it not be as well to kill myself? 
If I were sixty _ old, or more, I 
would respect the prejudices of my 
contemporaries and wait patiently 
for nature to finish her course; but 
since I began life in suffering mis- 
fortune and nothing gives me pleas- 
ure, why should I endure these days, 
when nothing I am concerned in 
prospers?” 


Gentlemen, you wouldn’t say the men 
who made those statements would ever 
amount to much in the world. The 
first was Abraham Lincoln and the sec- 
ond was Napoleon Bonaparte, and see 
what they lived to do. 


Boot AND SHOE RECORDER 


combining THE SHOE RETAILER, Oct. 25, 1930 























‘SEAFOAM 


“The ARISTOCRAT 
of All Shoe Fabrics’’ 








DYES 














“SEAFOAM” was truly- born to the 
purple of Fabric Aristocracy ... . for if 
ever a material showed the heritage of deep, 
lustrous beauty, and well nigh invincible 
tensile strength, “SEAFOAM” is that 


distinguished creation. 


True, “SEAFOAM” does cost MORE 
than most other fabrics . . . . but this is 
only because IT IS WORTH MORE! 
Nothing has been left undone to make this 
fabric the most outstanding of its kind. Its 
sleek, rippling lustre, and its almost inex- 
haustive store of wearability and strength 
lift “SEAFOAM” to a level high above 
that attained by ordinary fabrics. 


In MOIRES and in FAILLE, this 
finest of all shoe materials is the wise mer- 


chant’s assurance of fabric footwear well 
made....and WELL SOLD! 


Retailers and their shoe manufacturers 
would do well to learn more of “SEA- 
FOAM’—the “ARISTOCRAT of Ail 
Shoe Fabrics.” 





.... It is only logical that DEA U- 
VILLE DYES should prove the finest 
of ALL Dyeing Media for coloring fabric 
footwear. For “DEAUVILLE” has long 
been the sponsor of the utmost in dyeable 
shoe materials and KNOWS what should 


constitute the utmost in dyes. 
DEAUVILLE DYES are the answer 


to what was an insistent demand from shoe 
retailers—and manufacturers, too—for a 
dye which would give perfect results on all 
dyeable fabrics—which would not “run 
streak or bronze. 


DEAUVILLE DYES reach a plane 
of superiority which no other dye may 
approach. They are the result of a full year 
spent under all conditions and with every 
dyeable material, in an effort to formulate 
a dye which would forever do away with 
the poor results heretofore so prevalent. 


Whether your fabric footwear be of 
MOIRE, FAILLE, LINEN, CREPE, 
SATIN, BROCADE, etc., you will find 
in DEAUVILLE DYES amazing prop- 
erties of dycability. 

DEAUVILLE DYES are available 
in three popular sets to take care of your 
EVERY dyeing requirement. Send for 
our new Color Chart illustrating the latest 
Shades as selected by the Textile Color Card 
Association of the United States ... NOW! 





i ‘ ] f 
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WHERE TO BUY 
Men’s & Women’s 
Slippers 





Cree Dong 


Catalog on IN STOCK 


Ne. 434—Tan 
Kid Everett 
$2.65 











tL. B. EVANS SON CO., Wakefield, Mass. 


sek sant a 





IN-STOCK In Brown-Bleck and 


MEN’S OPERA Combining style me 


fort. Produced 
SLIPPERS ‘ m 


Fl, 
Campiee an8 qatete es 


swan 8 SH OE oe. Emer Baltimore, c, Ma. 
New York Ome ~Reom ot, Marbridge Bidg. 


‘ 








An Absolute Fact 
HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
= a market ty the popular price 


VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 














High Grade Turn Mules 
and D’Orsays 






Catalogue sent on 
request 


Faristyle Footwear Mfg. Co., Inc. 














MEN’S FINE 
HAND TURNED 
SLIPPERS 
Manufactured 
Full by 
lined slippers 
from $2. Pr} to $2.65. W. S. CHASE & SONS 
Bend for Catalogue. Haverhill, Mass. 
Besten Office: Reom 501, Statler Bidg. 










ALSEY EL- 

WELL, sales- 
man for Nettle- 
ton on the Pacific 
Coast, was a vis- 
itor in Chicago 
recently on his 
way to the fac- 
tory to attend the 
A. E. Nettleton 
Company Styles 
Conference. Mr. 
Elwell formerly 
represented Ban- 
ister with head- 
quarters in Chicago. 


Halsey Elwell 





‘Te semi-annual meeting and dinner 
of the Buffalo Association of Travel- 
ing Shoe Salesmen was held at Gandy’s 
Restaurant, in Delaware Avenue, Fri- 
day evening, Oct. 17. Clarence I. Lan- 
ich, president of the Buffalo Retail 
Shoe Dealers’ Association and Howard 
W. Dickey, member of the New York 
State Assembly, were the speakers. 
There was a general discussion of 
problems faced by traveling shoe sales- 
men and an exchange of ideas on sales 
plans and methods which have proved 
effective in opening new accounts and 
holding old customers.—(UTPS). 





OHN JACKSON, well known shoe 

man, died on October 7 at the Union 
League Club, San Francisco. Inter- 
ment was at Graceland Cemetery, Chi- 
cago, on October 11. 

Mr. Jackson had a host of friends 
throughout the West and Middle West. 
He had for a number of years been 
connected with Selz Schwab & Co., and 
later with Endicott-Johnson. He re- 
tired from the shoe field some years 


Mr. Jackson is survived by a son, 
Maurice Jackson. He was an uncle of 
“Rube” Metz, prominent Chicago shoe 
merchant and sportsman. 





A MONG the visiting shoe men in 
Atlanta during the week have 
been Bill Hart, of the Johnston and 
Murphy Shoe Company, Newark, N. J.; 
Frank Sullivan, of the E. J. Wright 
Company, Rockland, Mass.; Emmett 
Byrnes, of the Forbush Shoe Company, 
North Grafton, Mass.; Jess Keith, of 
the Marion Shoe Company, Marion, 
Ind., and Jack Lester, of the Beacon 
Shoe Company, Boston, Mass., who was 
accompanied PS). his sales manager, Ray 
Mack.—(UTP 





J L. SULLIVAN of the Boyd-Welsh 
¢ Shoe Company, St. Louis, has been 
appointed sales manager in addition to 
his work as head stylist. Mr. Sullivan 
succeeds Sam Beeson who recently be- 
came associated with Dunn & Mc- 


Brachman, who has been with Boyd- 
Welsh for a number of years in the 
advertising department, has been 
promoted to assistant salesmanager in 





charge of advertising. 





On the Selling End 


News of Shoe Travelers and Sales Activities 





Carthy, Inc., Auburn, N. Y. Henry. 





RTHUR BLUMENTHAL, former- 

ly of I. Miller & Sons, has taken 

a position on the sales staff of Julius 

Grossman, Inc., to work under the di- 

rection of Sol Mayer, vice-president 
and sales manager. 





PRANK. LEPINE, popular represent- 
ative in Chicago territory for the 
Sherwood Shoe Co., returned last week 
from a styles conference at the factory 
in Rochester. He reports that their de- 
mand and sale of reptile shoes is run- 
ning unusually strong. 





IM ANTHONY, of the Brockton 

Shoe Manufacturing Company, Hol- 
brook, Mass., will cover the Southeast- 
ern territory for his company, taking 
the place of “Senator” Ragland, who 
recently resigned to accept a position 
with the Bona Allen Shoe Company, of 
Buford, Ga.—(UTPS). 





EORGE W. YOUNG, formerly 

with the Stetson Shoe Company, 
now represents the Chapline-Mayer 
Shoe Company of Milwaukee with the 
Martha Washington line in California 
and Nevada. 

Mr. Young has traveled California 
for some time selling women’s shoes 
and has a host of friends and custom- 
ers who will be glad to know of his new 
connection. 





D B. McINTOSH now represents 
¢ Howard & Foster, Inc., Brockton 
manufacturers, covering the larger re- 
tail accounts in Illinois (including 
Chicago), Indiana, Michigan and Wis- 
consin. For the last five years or more 
he has been connected with the Lotus 
Shoe Co., of England. 





Milwaukee Factories Find 
Mail Orders Good 


MILWAUKEE, Wis. (UTPS)—Several 
of the local shoe manufacturers report 
a good mail order business during the 
first two weeks in October, which in- 
dicates that dealers are clearing their 
shelves of stock. It is hoped that wet 
and even wintry weather will soon be 
here, necessitating increased shoe buy- 
ing by the public, manufacturers state. 

October business so far has been 
fair, in most instances, and even good 
in others. The South and Far East are 
still behind and no indications of a 
quick pickup are seen. The Middle 
West is buying in good quantities, as 
are the Southwestern States of Ariz- 
ona, New Mexico and parts of Texas. 
The territory made up of New York, 
Pennsylvania and Ohio, which by the 
way, is still ahead of all others in pur- 
chases, is doing a seasonable business. 
Manufacturers report that money is 
now coming in a bit better than in the 
two previous months. 

On the whole October started out in 
pretty good shape and a continuance 
is looked for the balance of the month 
and year. 
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United Cushion 


“D” Heels are 
HIGH STYLE 


They dress up 
the shoe. 


Look for the 


“D” 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





WHERE TO BUY 
Bowling Shoes 


BOWLING SHOES 


“Ooast IN-STOCK 
BP tn Smoked Elk 
Mgher”’ 


$3.20 
BROOKS 
SHOE MFG. Oo. 


Swanson and Ritner Sts. Philadelphia, Pa. 
Les Angeles, 1162 Se. Hill Street 


WHERE TO BUY 


Dancing Shoes and Taps 


TURN 
SLIPPERS 
COMFORTS 
BOUDOIRS 
TAPS 


made right— 
priced right 
Retail $1.95 to $3.00 Write for samples. 


ROBERTSON SHOE CO. 
MINNEAPOLIS MINN. 


eelN STOCKeeee 


TAP DANCING SHOES OF 
TURN CONSTRUCTION 
Patent and Vici, 11% to 2 and 

2% to 8, Leather Heels 


ROBERTSON 





The Nerridgeweck Shee Ce., Inc. 
 —= SRRIDQEWOOK, MAINE 


COO0CO COCO 





TAP SHOES 
No. 9780 S495 


Ne. 9785 
Patent 


$2.35 


IN STOCK 
ALL SIZES 


[Tarps | 











BROOKS SHOE MBG. CO. 
Swanson and Ritner, Phila., Pa. 

















George F. Johnson Cele- 
brates 73rd Birthday 


Endicott, N. Y.—George F. Johnson, 
co-founder of the Endicott-Johnson Corp., 
celebrated his 73rd birthday on Tues- 
day, October 14. No particular celebra- 
tion was arranged for the day. Mr. 
Johnson was present at his desk as 
usual. Several groups of workers pre- 
sented him with flowers and many of 
his co-workers called to pay their re- 
spects. 











Black Stands Out in San 
Francisco Selling 


SAN FRANCISCO, CAL. (UTPS)—The 
C. H. Baker stores in San Francisco 
find the medium-priced lines, from $8.50 
to $10.50, continuing the best sellers for 
the fall, with black suede pumps and 
black kids among the leaders for mate- 
rials. 

Frank Werner, Sr., head of the 
Frank Werner Co., comments on the 
present trends: “In the high grade 
shoes it is blacks, blacks, blacks. We 
are featuring a few greens and Bur- 
gundys and suedes. We believe reptiles 
are now behind in the procession.” 

Max H. Sommer, of Sommer & Kauf- 
mann, says: “Style versatility is the 
keynote this season, although mate- 
rials which are enjoying the heaviest 
selling are the same materials as do 
season after season; that is, black kid, 
black suede, black reptiles, but the ver- 
satile treatments in the employment of 
these materials make this season dif- 
ferent from any other. 

“The idea of trimming black suede 
and black kid in contrasting reptiles is 
a new note and shows that the Ameri- 
can woman is becoming far more cour- 
ageous and individual in the utilization 
of fashion; and this fact augurs well 
for the future. It points toward a free- 
dom in styles never before seen in the 
realm of footwear. 

“This would indicate that black is 
outstandingly the fashion color—and 
this is correct. Brown is exceedingly 
popular in kid, suede and reptile. Black 
and brown are followed by a limited 
fashionable interest in Burgundy, green 
and blue, although blue does not seem 
to have the tenacity possessed by either 
Burgundy or green.” 


Women’s Shoe Sales Up 
in Cincinnati 

CINCINNATI (UTPS)—Sales of wo- 
men’s shoes in Cincinnati have shown a 
decided increase and September, so far, 
has been well up to expectations. Mail 
orders are brisk and while orders for 
stock are small, they are numerous and 
indicate that the retailer is buying con- 
servatively but more frequently. 

Pumps are leading and conservative 
stores report a good sale on oxfords. 
Off-black colors are proving a welcome 
addition to the feminine wardrobe and 
are taking well. 

While brown is still the best bet, in 
various shades and complementary 
trims, green is growing strong; next 
in line being Burgundy red. 

Sales on boudoir slippers are good 
and dealers report D’Orsays and crepes 
most popular. 


62 


Leather Heel Lore 


LYNN, Mass.— “You see,” says 
“Dick” Cutts, of the Renton Heel Co., 
“women must have their high heels, 
and so we are building our leather 
heels higher. We started with the 
thought that the fair sex would be 
pleased with a few low heels with tread 
quite flat and breadth quite ample. 
But we soon found out that they 
wanted high heels of leather, or no 
heels of leather at all. So we simply 
had to build them higher. 

“Surprising to relate, some doctors 
tell us that we are right, and advise 
us that no woman of today could walk 
along in a heelless sandal as did the 
famous Venus of Greece, who is still 
the ideal of feminine beauty. Indeed, 
we have advice from the medical fra- 
ternity that the high-strung woman 
must have high heels, because she has 
a high arch. 

“Furthermore, we have learned that 
the woman with long tapering fingers 
should be fitted with a long high-heeled 
shoe; while a woman with short, plump 
fingers should be fitted with a shoe of 
more ample width and lower heels.” 


Nathan Sanders Now Buyer 
for Hudson Store 


BuFFaLo, N. Y. (UTPS)—Nathan 
Sanders has been appointed buyer and 
manager of the boys’ footwear and 
hosiery department of the J. L. Hudson 
Co., Inc., succeeding the late Jacob 
Everding, who died recently in a Bos- 
ton hospital after an operation. 

Mr. Sanders has been associated with 
the J. L. Hudson Co. since last spring 
and had been acting as buyer for this 
department during the illness of Mr. 
Everding. Prior to joining the staff 
of the store, Mr. Sanders was for many 
years associated with Steefel Bros., 
Inc., retail men’s and boys’ clothing 
and furnishings of Albany, and also 
has been identified with various chain 
store organizations and for a_ short 
time he operated retail stores in 
Albany and Jamestown. 


Wise Shoe, Inc., 
Enlarge Business 


BALTIMORE, Mp.—In order to better 
take care of its growing business, the 
Baltimore, Md., branch store of Wise 
Shoe, Inc., located at 24 West Lexing- 
ton Street, has been enlarged. In ad- 
dition to the enlargement, the store has 
been completely renovated interiorly 
and also boasts of a new store front, 
modernistic in design. The local store 
now compares most favorably with the 
other stores in the Wise chain. A. S. 
ee is .manager of the local 
store. 


Opens Shoe Department 


Tuscaloosa, ALA.— Louis Wiesel, 
Inc., opened a new shoe department 
September 1. Better grade shoes only 
are featured. 

The shoe department is situated on 
the balcony, midst cozy lounging chairs 
and beautiful new fixtures and is fast 
becoming the rendezvous of the uni- 
versity as well as town trade. 

_The department is doing excep- 
tionally well and is the most complete 





and up-to-date in the city. 
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Desert Sand . . 
Ormond (Sea Sand) 
Patou Beige . (Putty Beige) 
Domingo 

Taupe Fox 

Cloister Brown - (Indies Brown) 
Creole . . (Swagger Brown) 


(Che Ms Castle 














Chris ete Spring, 1931 


. (Prado Brown) 
. (Paddock Green) 


Suanee 
Shamrock 
Enterprise 
920 Grotto Blue > * 
92N Serge Blue (Admiralty) 
60 Pistache . . . . 
3N Turkey Red . . 1 


SATIN MAT 


850 
800 
960 


172 

1141 

- 1315 
1300 
1310 

o « IUIZI 
» 1225N 


a Q,, Shee 


chentles by request fo ,: 1702 * 100 Gold Sireet New Ont nN. Y 
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WHERE TO BUY 
Ballet Slippers 
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In Stock Black Ballet 
Slippers 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 








IN-STOCK 
BLACK KID BALLET SLIPPERS 
Ladies—Misses—Childs, Soft and Hard Toe. 
PATENT AND KID 
TAP DANCING SHOES 
SOFT SOLE RHYTHM DANCING 
SANDALS 


all colors 
BLACK KID BOUDOIRS 
At onee delivery—Send for catalog. 
W. M. KILLORAN, Box 1, Lynnfield, Mass. 








Rights and Lefts 
Two Grades 


In Stock 
135 West Monroe 


wmM. 
SUMNER 
SMITH 
Chicago, Ill. 











BALLET SLIPPERS—IN STOCK 
of the unusual kind 
Bi02 Bik. Kid Hand Turn 


Soft Tee 
Child’s 6 to 11—$1.85 
Misses 11% to 2— 1.40 
Women’s 2% to 8— 1.45 
Also Hard Toes 
SCHWARTZ & HERDER, Inc. 
Ballet Comfort Slippers 








Speelalists in and 
241 No. 11th St., Philadelphia, Pa. 








BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 
$00—(Top Grade). 8144 $140 6.88 
Coast Prices Slightiy Higher _ 
Brooks Shoe Mfg. Co. 

Philadelphia— 
Swanson and Ritner Sts. 


IN 
Los Angeles—1162 So. Hill st, — 








(Patent pending) 


DURO-TOE 78 


The new wear-resist- 
ing toe slipper with 
patented suede toe- 
protector. Pink, 
Black or White 
Satin. Retails profit- 
ably at $5.50. Colors 
to order. Sunp ror New 
1930 IN - STOOK 
CaTaLocus B.8. 
AT Once Dz 
LIVERINS. 


333 WESISZ'ST. 
NEW ‘YORK.CITY 

















Woman Cobbler Dies at 
Age of 71 


Indianapolis, Ind. (UTPS)—Mrs. Olive 
Jennie Steed, age seventy-one, of New 
Manchester, Indiana, said to be one of 
the few women shoemakers and cobblers 
in Indiana, died at her home Tuesday, 
Sept. 30 of a heart attack. Mrs. Steed 
took active charge of her husband’s cob- 
bling shop several years ago following his 
death and continued her activities until 
illness forced her to quit a few weeks 
ago. 











Dayton Newspaper Boosts 
Shoes 


Dayton, OnIio (UTPS) — The 
Herald, evening Dayton newspaper, in 
an effort to stimulate business in local 
shoe stores, carried prominently a two- 
column boxed editorial explaining to 
the public the advisability of proper 
shoes for all occasions. It is believed 
that the idea will be copied by news- 
papers all over the country, as it is a 
direct manner in which to increase the 
sale of shoes. The editorial said: 

“SHOES FOR EVERY OCCASION 
SHOWN BY DAYTON STORES 

“Old-time circus fans will remember 
the ‘one-man ball game.’ A famous 
clown would pantomime every player 
on the diamond as well as the umpire, 
finally ordering himself out of the 
game for arguing with himself. 

“Time was when one pair of shoes 
also was expected to play all the posi- 
tions. On city boulevard or country 
lane, at evening dance or for daytime 
work, a single pair of shoes was con- 
sidered sufficient. 

“Well-dressed men and women today 
appreciate the fitness of footwear as 
well as the fit. There are sturdy boots 
for hiking, dainty pumps for dancing, 
waterproof brogues for wet weather, 
sports models, costume-matching slip- 
pers—a pair of shoes for practically 
every occasion. 

“Variety, style, and beauty are com- 
bined in the values to be seen in Day- 
ton stores selling footwear.” 


New Schoen Department 
Opens in Baltimore 


BALTIMORE, Mp.—The formal opening 
of the new shoe department of Schoen 
& Co., in this firm’s new home at 224- 
226 North Charles Street, Baltimore, 
was an important event in the local 
trade. 

The Schoen & Co. shoe department is 
located on the main floor. In the for- 
mer location at 214 North Charles 
Street, the shoe department was on the 
third floor. Decision to place the shoe 
department on the first floor was due 
to the consideration of -giving better 
footwear service to customers. 

With the opening of the new shop, 
the footwear service of the store has 
been enlarged. Heretofore women’s 
footwear was carried exclusively. Now 
in addition to women’s footwear, shoes 
are also carried for the junior miss 
and for boys. 

The enlargement of its footwear 
sphere of activities indicates that 
Schoen & Co., Inc., is going after the 
shoe business on a bigger scale. 


To Advise Customers About 
Clothes 


Boston, Mass.—A practical elabora- 
tion of the theory that the store should 
act as the purchasing agent for its 
community has been introduced in this 
city by William Filene’s Sons Co., who 
have opened what is known as a 
“Clothes Institute,” on two floors of 
the recently occupied Hawley Street 
building. To this institute may come 
any woman who seeks a solution to any 
clothes problem—style or economic. 
There she will be given, according to 
formal announcement issued by _ the 
store, the benefit of the advice of ex- 
perienced stylists and experienced shop- 
ene entirely without charge of any 

ind. 

Women who must make a specific 
sum of money cover a multitude of 
clothing requirements will be shown 
how best to apportion this sum in order 
to be within the mode. Women whose 
need is for individuality in style, ir- 
respective of price, or even within cer- 
tain price limitations, are offered a 
similar service. 

The opening of the institute, during 
the week ended Oct. 4, was marked by 
a series of lectures given by Mlle. Mar- 
celine d’Alroy, an international student 
of the style problems of today. An- 
other feature of the institute program 
calls for daily lectures on style and its 
application to the individual taste. 
Class sessions for the discussion of these 
subjects and their various ramifica- 
tions are being held every day except 
Saturday from 10:30 to 11:30, 12:15 
to 12:45, 1:15 to 1:45—all illustrated 
with actual merchandise including 
shoes. At 3 p. m. every day except 
Saturday another and more elaborate 
session will be held 

The opening week was marked by an 
almost overflow attendance. 


G. Edwin Smith Co. 
Floats Loan 


CoLumBus, OHIO (UTPS)—The flot- 
ation of a $500,000 prozees 6 per cent 
loan in the form of sinking fund gold 
notes by the G. Edwin Smith Shoe Co. 
of this city which operates shoe fac- 
tories in Columbus and Newark, has 
been announced. The loan is designed 
to provide funds for the expansion of 
the selling organization of the com- 
pany, a subsidiary operated under the 
name of the Nisley Shoe Co. The 
Nisley Co. has either opened or soon 
will open six stores on the Pacific 
Coast and further expansion is 
planned. The issue has been under- 
written by two Columbus banks and 
the funds are available. The terms of 
the issue provide for the oy ome of 
$100,000 each year during the five year 
term. No public offering of the notes 
will be made. 


Oil Portrait Made of George 
D. Selby 


PORTSMOUTH, OHIO (UTPS)—A life 
sized ye so in oil of the late George 
D. Selby, founder of the Selby Shoe 
Co., has been hung in the office of 
Roger A. Selby, president of the com- 
pany. The portrait is the product of 





a.well-known Philadelphia artist.. 
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DA-TIME SLIPPERS 
IN STOCK 


All Da-Time Slippers are Hand Turned with First Quality Leather Soles, steel 
shanks and Leather Counters, made on Combination Lasts That Really Fit Feet 


‘ PROGRESSIVE MERCHANTS REALIZE THEY ARE NOT XMAS 
SLIPPERS BUT VOLUME PRODUCERS ALL THE TIME 
The De Orsey The Grand Slam De Luxe Grade 


Hand Lasted, Fine Quality 7 ve- An Ideal Slipper. For Pajama Selected Kid Upper Stock, Gen- 
pers, Fast Cee Satin Wear, Bridge or Teas at Home. uine Kid Lining Toe to Heel, 
Guaranteed _ to oN Full Breasted Spanish Heel, Kid Low Full 8 i Heel. 

In Stock n and C Widths. lined. In Stock 

Red Kid, Green Kid, Blue . In Stock A, B and C Widths. A, B and C Widths, $3.00 

Rid. Ris Kid, Black Kid, 3 Black Satin, $3.00; Bl Red Kid, Blue Kid, 

‘N Kid, $3.25; Red q Green Kid, Black Kid, 
$2.6 $3.50; Bize xi. $3.50; Purple Kid, Patent. 

5% 30 _ ~ . ple Kid, Also in Cuban 
> Heel at $3.00. 


* 5% 30 days 


SACHS anv VIGORITH, INC. 


1401 Central Parkway, Cincinnati, Ohio 





For the HOLIDAY TRADE 


and Throughout the Year 


ENGLISH BOOTS 


IN STOCK 


Riding, Hunting, Field, 

Aviation and Accessories 
We have the largest 
and most complete 


line in the States at 
Popular Prices 


Write for 
New 
Catalog R-27 


Colt-Cromwell Co. 


1239 Broadway 
New York City 
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WHERE TO BUY 
Ballet Slippers 


Soft Toe 
Turn 
Ballets 
Black Kid 








Expertly Designed Misses & 

Wemen’s Children’s 
te Me. 1006—-Regular ...... $1.50 $1.40 
tek Ne. 660—Buck Gole.... 200 1.90 


HM. F. MALOTT SHOE CO., Manufasturers 
1915 Girard St., Chieage 
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WHERE TO BUY 


Dancing Sandals 


















* KENDALL’S ¥ 
For Aesthetic | 
Dencing 
IN STOCK 


IN GREY AND 
FAWN. 


A SIDELINE 
MONEY * 
MAKER 











| DEPT. C. 
% KENDALL SHOE COMPANY y 


HAVERHILL, MASS. 








WHERE TO BUY 


Shoe Forms 





for Shoes and Hosiery 
pss made of white, 
7 + transparent or 


FAIRYLITE 









WHERE TO BUY 


Store Fixtures 





outside design on the face, these larger 
folders can be self-inclosed, eliminating 
from $6 to $10 per thousand from the 
cost of your mailing, by not having to 
buy envelopes. 


18. Smaller mailing pieces. Govern- 
ment post cards may be had in sheets, 
making it possible or your printer to 
print an entire set of cards with one 
impression. 3% x 5% inches is another 
good size for post cards. The double 
card, 7 x 5% inches, folding once to 3% 
x 7 inches, is also another very effective 
type of smaller mailing piece. Color is 
unusually valuable in smaller mailing 
pieces, and if you can afford it, color 
will add a lot to the effectiveness. 


19. Use origiost cuts in your direct 
mail pieces. The ordinary mat in the 
newspaper advertising service repro- 
duces fairly well in newspaper work, on 
the coarse, porous, newsprint paper. 
But casts or stereotypes from these mats 
positively have no place in direct adver- 
tising. The paper used in the average 
mailing piece is of a much finer quality 
than newsprint; harder and better fin- 
ished. Consequently, your illustration 
made from a mat brings to light all of 
the coarseness. Nothing can spoil a 
mailing piece so quickly as work printed 
from casts of this type. It is far better 
to take proofs of the illustrations from 
the mat service and have new cuts 
made. The reproduction will be better, 
and your folder or card will be ever so 
much more attractive and effective. 


20. Window displays. Windows are 
very valuable in the Christmas selling 
program, and money spent to make 
them outstanding is a worthwhile in- 
vestment. Above all else, let your win- 
dows reflect the Christmas spirit. Put 
on a “front” of real showmanship, 
dazzling with brilliance and beauty. 
Shoe stores don’t have to be gloomy 
looking; and there is no question but 
what many of them would do more 
Christmas business if they got excited 
and full of the spirit themselves and 
demonstrated the act with some out- 
ward sign people might see. 


21. Be generous with your store in 
the matter of decorations for Christ- 
mas. People of moderate circumstances 
spend quite a sum to get the Christmas 
spirit in their homes, so why shouldn’t 
you, as a shoe merchant, get in tune 
with what others are doing and spend 
some money on your windows? Deco- 
rations are the outward sign of Christ- 
mas; they make Christmas. 

22. Show_lots of merchandise in your 
windows. Christmas time makes it pos- 
sible for you to indulge yourself in the 
matter of getting merchandise in your 
windows. People want to see a variety 
of things—they want to see the prices 
of them at the same time. Put a price 
ticket on everything, and let your price 
tickets have lots of Christmas air about 
them. 

24. Scheduling of windows. At the 
start of interest in Christmas gift mer- 
chandise, start showing big mass dis- 
plays of one or two feature items, such 
as women’s hosiery at a special Christ- 
mas price of three pairs for $0.00, or 








Plan for a Practical Christmas 


[CONTINUED FROM PAGE 32] 





first sell the idea of giving such gifts 
for Christmas. After you have gone 
through your whole category of holiday 
merchandise, and as the season nears a 
close, start crowding your windows with 
selected gifts of all kinds. Study the 
chain drug stores for real window effi- 
ciency. Observe, too, that color and 
liveliness help drug store windows sell. 


25. Don’t overlook your doors for 
night displays. This is the time when 
every foot of display space is worth a 
lot to you. Your doors can be trans- 
formed into extra night displays by the 
simple means of a table and a spotlight. 
Each night at closing time, the table 
can be dressed up with gift items, the 
spotlight turned on, and the very nov- 
elty of the thing will stop many window 
shoppers. 


26. Make your store interior attrac- 
tive. Dressing up the store on the in- 
side has a magic effect on shoppers, 
especially at a time like Christmas. 
Lighted or unlighted wreaths, ever- 
greens, garlands, and many other deco- 
rative treatments are available for your 
use. 


27. Use your ledges. They can be 
trimmed with candle pieces, wreaths, or 
even with merchandise. Ledge trims 
give fullness to an interior trim. 


28. Radio Advertising. If radio ad- 
vertising is available to you, and if you 
can afford it, use it for the promotion 
of Christmas sales. Radio advertising 
is accomplishing many big things in 
selling: today—but not by itself. Radio 
advertising must be keyed to, or with, 
other forms of advertising. Announce- 
ments will pobably be your most effec- 
tive way of using radio advertising for 
Christmas, although if your budget per- 
mits it, you could sponsor a series of 
musical programs. 


29. Other forms of advertising. Here 
you may go as far as you like, accord- 
ing to your own needs and problems. 
Table displays for house slippers are a 
very profitable investment. Some shoe 
retailers have been enterprising enough 
to design eee, sleighs, and other 
types of i ays for the showing of 
holiday merchandise. In wholesale and 
industrial centers, the giving of gift 
orders is another source of extra busi- 
ness. Business heads can be canvassed 
with an offer to issue merchandise or- 
ders for shoes or other merchandise to 
be given to employees. Some stores 
make a broadcast mailing of “Gift Or- 
ders,” printed on green or blue safety 
check paper and made to look very im- 
pressive. These orders are to be sent 
to those to whom customers wish to 
give, they come into your store to make 
a selection, and you charge your cus- 
tomer with the amount purchased. Some 
stores have found a live Santa Claus 
located in the children’s shoe section 
pulls a lot of business. Others make a 
practice of giving toys to children when 
accompanied by parents, and still others 
use giant Christmas trees, lighted and 
decorated brilliantly. Everything done 
in this direction will help to get the 
Christmas spirit into your store. 








men’s hosiery at $1.00, so that you may 
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AND NOW 


Fashion Dictates Mules 


Imported and domestic mules—the best looking 
things to be found anywhere—are now on display. 
We'd like to show them to you and shall be glad to 
have our representative call. 


Brocades, suedes, satins—delightfully frivolous in 
their ostrich feather and bead trimming, in a wealth 
of rainbow hues. Surprisingly sturdy in wear, and 
very, very comfortable. Offered at a price range to 
take care of the low priced as well as the high cost 
market. 

Your customers will soon be looking for just such 


° slippers for Christmas gift suggestions. Why not 
Golo Slipper Company ri Ae 


129 Duane Street New York City 





MARBRIDGE 











Your Business is More Urgent Than Ours 


: T= intimate details of an hotel routine are apt to be 
j vitally — may to the man who is going some place, 
_ doing something. A brisk shower is an excuse to take 
your morning exercises with an honest-to- goodness 
man’s - sized -towel . .if you have driven, your car is at 
the door—clean and slick and as ready to go as you are 
. . » Here at the Hotel Pennsylvania . . . 10 minutes 
rom the dust and din of down-town . . Come soon 

+ « « and you will come again. 


Be DANIEL CRAWFORD, Jr., Manager PG 
jis HOTEL | Seca ma 
Hea eV ANAT P|] sanmzine® ins co. inc 


39TH €, CHESTNUT ST- PHILADELPHIA 
1328 Broadway New York 
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WHERE TO BUY 
Spats 








To Retail at 
$1.45, $1.95, 
$2.50 

Pp! 


Fitting 
Spats 






Sample orders of two dozen assorted from our stock 
will be shipped on ten days’ approval for comparison 
with any higher priced spat on the market. When 
ordering samples mention price range. 


TMUustrated folder and price list on request 


GOLD SEAL, 722 B’way, N. Y. C. 








IDEAL 


Reg. Trade Mark 
Manolis Products Will 
Give You More Profits, 
Spats $9.00 te $21.00 
Dez. Prs. Inclede % - 
Rhinestones 50 
18.00. Include Colonist 
es. 


MANOLIS MFG. CO. 
4248 Ne. Crawterd Ave. 
Chieage, fil. 








DUNHILL SPATS 
TOPS THEM ALL 
IN STOCK NOW 
All Selling Colors 
10 dozen lots $7.50 
Alse Better Grades 
Samples on Request 
STAR reoyyane ure. 


50-54 No. 4th St., Philadelphia 
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GREATEST SPAT LINE 
OF THE INDUSTRY 





PN 


. la ndard’ 





Watch “Standard” Spats in 1930 
S. Rauh & Co., 650 Sixth Ave., New York 
—————————————————————— 


New Miami Store 


Contains Attractive 
Children’s Section 


MiaMI, Fua. (UTPS)—Palmer’s is 
an addition to the booteries now op- 
erating in Miami. The new business is 
being conducted at 144 N. Miami Ave- 
nue, by S.. H. Palmer. Mr. Palmer also 
owns and operates the Shoe Box on 30 
N. E. First Street. In the new store 
will be carried a complete line of popu- 
lar priced shoes for women and chil- 
dren. The children’s department will 
feature the Red Goose brand of chil- 
dren’s footwear. 

The children’s department is in the 
rear of the store and separated from 
the main room by a picket fence and 
arched gateway. This is painted in 
brilliant orange and black. Three 
short steps lead to the raised dais 
= the little folks sit while being 
fitted. This is carpeted in a soft red 
floor covering. Down below on the 
main floor is a soft carpet of green 
grass. Little chairs and tables and 
many toys make this an attractive 
place for the children. A colored maid 
in uniform is in attendance. 

On the opening day a party was held 
for all children visiting the store. 
Refreshments were served and sou- 
venirs provided for every guest. 

For the mothers and other adults 
who purchased shoes that day there 
was a gift of a pair of silk hose. 

Mr. Palmer is well known in Miami 
and vicinity having been engaged in 
the shoe business here for many years. 
His new store begins business with a 
large clientele already built up through 
wide acquaintance of the dwner with 
the buying public. 





Powers Mercantile Co. 
Opens Shoe Dept. 


MINNEAPOLIS, MINN. (UTPS)— 
Powers Mercantile Co. bargain base- 
ment has opened a new and somewhat 
different shoe department. It is a shop 
in itself specializing in high grade 
fashionable footwear at a low price. 
It has an exclusive line which sells at 
$3.96 per pair. The firm decided that 
an inexpensive shoe should have as 
much fashion and character as the 
higher price styles. The price, $3.96, 
was set upon as the absolute minimum. 
‘These are not sale shoes but a line that 
is to be carried continuously. 


Suede and Alligator Good 


Cuicaco — Shoe merchants in Chi- 
cago’s loop report that their best sell- 
ing women’s shoe at the present is 
suede trimmed with alligator. Single 
strap and oxford patterns are sharing 
honors in popularity. The next best 
selling style is natural color Rajah liz- 
ard followed by Black rajah lizard. 








Correction 


An item was published in the Busi- 
ness Barometer department of last 
week’s issue which erroneously stated 
that a receiver was reported to have 
been appointed for C. M. Schuberth, of 
Miamisburg, Ohio. Mr. Schuberth as- 
sures us that there is no foundation for 









this report. 





Boot and Shoe Club to 
Open Season Nov. 19 


Boston, Mass.—The 1930-1931 series 
of monthly dinners of the Boston Boot 
and Shoe Club will not be inaugurated 
this year until November 19. The clos- 
ing dinner will be held in March, in- 
stead of February, as heretofore. This 
postponement of the opening of the 
season has been made necessary by the 
number of allied trade meetings of 
other kinds, all scheduled for the 
month of October. These include, of 
course, the Styles Conference, now 
past; and the annual meeting of the 
Tanners’ Council, to be held this year 
in Buffalo, October 23 and 24. 

Dinner meeting dates tentatively de- 
cided on by the Boston Boot and Shoe 
Club include the following: 

November 19, December 17 (Ladies’ 
Night), January 28, February 18 and 
March 18. 


H. E. Buckland with Seneca 


ROCHESTER, N. Y. (UTPS)—The 
Seneca Shoe Company, manufacturing 
concern, last week named H. E. Buck- 
land, formerly of St. Louis, head of 
the shoemaking department. 








Plan for a Practical Christmas 
[CONTINUED FROM PAGE 66] 


30. Let everyone work to put over a 
big Christmas. In idle moments, sales- 
people can address direct mail adver- 
tising, call customers on the telephone, 
build new mailing lists from directories, 
do extra work on the windows or in- 
terior displays. Only in this way can 
the fullest good be realized from the 
Christmas season this year by the shoe 
store. 

Part IV—SELLING 

31. Sales must be made quicker. If 
your store does much business in 
smaller Christmas gifts, sales will have 
to be made quicker than in the regular 
course of your shoe business to realize 
a profit from this selling. People re- 
sent being deliberately hurried and 
forced to make a quick decision, but 
your sales staff can be encouraged to 
work efficiently and so help people to 
make decisions as quickly as possible. 

32. Ask questions. A little intelli- 
gent questioning will give the salesman 
enough information that he can quickly 
present the right color, the right shape,. 
the right size, or whatever thing is 
wanted most. 

83. Be patient. Those people who 
are most likely to become offended at 
the impatience or hurried selling tactics 
of a salesperson are also the ame 
most susceptible to a suggestion for 
giftgiving. Often customers are so 
elated over finding someone with in- 
telligence or interest enough to suggest 
something practical for Uncle Ned, 
Grandma, or Cousin Will, that they buy 
as many things as possible from that 
person. 

84. Make change and wrap packages 
quickly. Plenty of change and ready- 
torn Wrapping paper will help to do it. 
Fancy holiday paper and string adds a 
lot of Christmas spirit to the package, 
and are good investments. 

35. Have stock so me that it can 
be reached quickly. is is particularly 
important in the case of smaller items 
such as slippers, bags, shoe trees, and 





other special merchandise. 
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ELECTRO OF THIS 


NEWSPAPER ADVERTISEMENT FREE 


This slipper 
pays a 35% 
profit on the 
$1.88 selling 
price. 






[ A-RARE- BARGAIN !1] 
REAL- SLIPPER COMFORT 


AND - A PERFECT FIT 
Hand Turn Leather Soles. Kid Skin D’orsays. 


Can Be Worn Outdoors 


ALL AtaNew 


si Low 

aes Price 
Peach 
Color 


Genuine Kid SkinUppers FayON more WEAR 
Hand Turn Leather Soles Lining MORE COMFORT 
Medium Cuban Heol, Leather Top Lift. 


Colors - Black, Red, Blue, Green, Purple, Brown. 


Makers Rigid Specifications : 
Construction—Hand Turn Sole, Bottom—Armours 7 iron 
Oak Sole Leather, Uppers Forderes Vici Kid, Steel Shank, 

Spauldings Counter, Rayon Linings. 


Keep a pair in your car for comfortable driving and Save Your Shoes 


© Coryrighted 1930 












This wonderful slipper is made by 


WEAR-EVER SLIPPER CO. 
So. Norwalk, Conn. 


M. D. GARNER, Director of Sales 
Martinique Hotel—New York City 


Broadway Cor. 33d St. 
Penn. 3800 


We will have 
100,000 pair 
for November 
Delivery Order 
Now! 18 or 36 
pair case lots. 





New Edition mF 97.50 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 


This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 


cents. 


Boot and Shoe Recorder 
239 West 39th St. 
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New York, N. Y. 
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IN STOCK 


Brown Suede 
Gen. Calcutta Liz. 


Black Suede 
Gen. Rajah Liz. Trim 
Satin Mat Kid 


Gen. Calcutta Trim 


“MADE IN PHILA. BY MASTER CRAFTSMEN” 
C. S. GIBBON CO., Inc. 
54 No. 4th St., Phila., Pa. 
Send for Catalog 
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WHERE TO BUY 
Spats 


SIR RALEIGH 
SPATS 


Delivery Same Day Order is 
Received 


Priced to retail profitably 
1.50 to 5.00 Write for Samples 


KNICKERBOCKER MFG. CO., Kansas City, Me. 





VY. WI NY _ YZ 


BOND STREET 
pats 


The best known, 

of ul ‘Styled in England 

—made in America, ahd 

petees to retail at $1.50 
$5.00. Backed 

+n unique hod 

tional advertising—radio, 

national magazines, mer- 

A | helps, attrac- 

packages. Immediate delivery. Write for samples. 
THE WILLIAMS MFO. COMPANY, 

Portsmouth, Ohie, U. S. A. 
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WHERE TO BUY 
Children’s Slippers 


BASS 
CHILDRENS 


FOOTWEAR 
IN STOCK 


Free Style Booklet on Request 


t G HBASS& CO, 11 Main St, WILTON, MAINE } 








A Smart New Calf and Lizard 
Strap Acrobat y Fier | 


by i 2 
SHAFT-PIERCE SHOE CO., FARIBAULT, MINN. 











Approved by Medical Men 














What the Styles Conference Revealed 


[CONTINUED FROM PAGE 21] 


Beige leathers were predicted for 
the shoes to complement this tan shade. 
Seasand, the first color on the color 
card, was thought to be particularly 
important for California and Texas. It 
was believed that the jump would be 
from black to light colors. Some tan- 
ners have graded their shades from the 
color card with unusual success, keep- 
ing their colors within the acceptance 
of the adapted shades but arriving at 
practical and saleable colorings. 

Suede and crocodile combinations in 
two-toned effects and the all-white shoe, 
suede or buck, or the white shoe with 
black patent leather or calf trim, were 
spoken of for spectator wear. New 
trims in combinations of grey and beige 
to be used as accents for the all-black 
shoe were shown by many tanners. 

Lower heels both in wood and built- 
up leathers were generally accepted as 
a very prominent note on shoes for 
spring, although manufacturers thought 
there would still be a call for the 18/8 
and 19/8 all leather or simulated heel. 

Buckles both in tailored effects and 
small designs were pronounced prefer- 
able for the walking and town shoe, 
while the afternoon and evening shoe 
styles demanded large and impressive 
designs. The bronze shoe, it was men- 
tioned, offers a splendid background for 
the self-toned buckle for afternoon 
wear. 

Evening footwear in crepes, faille, 
satins and silver kid combinations are 
styled more impressively than in sea- 
sons past. The new well-defined even- 
ing frock demands buckle accents that 
will be reflected in earrings of the same 
detail. The use of long gloves and real 
stone jewelry, including the feature of 
many bracelets, demands an important 
evening shoe. Open shank types with 
strappings on the quarter line and 
evening sandal effects will continue 
through into the fall picture. 

A return of the swagger tan russia 

calf walking and town shoe to be worn 
with the blue serge town suit is fore- 
cast. 
The all white footwear or white with 
accent was considered of great im- 
portance. It was urged by many pres- 
ent that the all white footwear be given 
the attention in the designing of pat- 
terns as on other high style shoes. 

The promise of patent leather in cus- 
tom pumps was spoken of as a comple- 
— to the much heralded tailored 
suit. 

Fabrics in many new weaves, styled 
with plaidings, stitchings and embroi- 
deries and multi-colored prints in floral 


designs, were discussed. Pastels, both 
in calf and kid, tanned in identical col- 
ors so that one shoe could be styled in 
two leathers, was a new note this sea- 
son. 

Morocco was found suitable for 
punchings. Dainty patterns imposed on 
pastel backgrounds in leathers were 
also stressed. Unusual = simulated 
leathers in snake prints were outstand- 
ing 

q new calf similar to crushed calf, 
having the appearance of pigskin, was 
much talked about. The grey beiges 
in watersnake and lustre lizard re- 
flected a Paris acceptance and also a 
buyer’s interest. 
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WHERE TO BUY 
Ballet Slippers 








Box & Soft Toe 
Slippers 
Ballet Pumps 
Sandals 
Toe Shields at f 
Tips, 3 sizes. | 


TAP SHOES 


Wood Heels Hand Turned 
Write for Sample 


Recognized professionally and by America’s 
leading dance organizations. For immediate 
delivery. 


Oarnew’s 


America’s Leading Ballet and Toe Slipper House 


233 W. 42nd ST. NEW YORK 











=. 


WHERE TO BUY 


Shoe Fitting Devices 





THOUSAN DS" 


, of Leading Shoe Dealers Fit their cus- 
: tomers’ feet Quickly, Accurately and, 
. Simply with the 


BRANNOCK DEVICE ‘ 


Free Trial—Write Today 
321 S. Salina Street SYRACUSE, N. Y.§ 











Philip Warmuth Dies of 
Heart Attack 


ROCHESTER, N. Y. (UTPS)—Philip 
Warmuth, for 18 years a retail shoe 
man in Rochester and well known by 
the trade in western New York, dropped 
dead last week as he was locking his 
store at 475 North Goodman Street. 
Mr. Warmuth was born in Germany. 
He came to Rochester 40 years ago, 
where he learned the retail trade. He 
has operated his own establishment for 
18 years. Besides his wife, Mrs. Mary 
Warmuth, he leaves two sons, Philip 
and Edward Warmuth of Rochester, 
and a brother, John Warmuth of Utica. 
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TRADE MARK 


exact CORRECT movant WATURAL 
eo 1) TOE SPRING © MATURAL ARCH HELL CURVE 


The Perfect New Swipe 
Foot Measure $2.00 


Insures Accurate Measurement of the Foot 
If your jobber can’t supply, write us. 
Foot Measu-Rite Inc. Marbridge Bldg. 
47 W. 34th St., N. Y. C. 
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MERCHANTS’ NEEDS 





WANTED TO PURCHASE 


MERCHANTS’ NEEDS 











VANITY BOWS 


and leather ornaments 

adorn shoes of America’s 
leading manufacturers. 
ples on Request 

for manufacturers only. 

1261 Atlantic Ave., 
Brooklyn, N. Y. 














Sia 


Send Glass Sizes for Estimate 
Designs and Materiais - No Obligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 





If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 


KIRSCH-BLACHER CO., INC. 
624 Broadway New York 
Phone Spring 1443 








We are open te 


BUY FOR CASH 
retall stocks of SHOES—GENERAL MER- 
CHANDISE — Unexpired eases assumed 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 
Artifielal Flowers, Vases, Window Fixtures, 
Paintings, a ‘Seenes, Velour Papers, 
Paper Borders. jecerat 


Borders 
Papers, Puffing, Falls Fitters, Valances, : 
ne Material, See a. Nats. Send for fae 


let. 
DAVE’S DISPLAY. >ECORATIONS 
118 West Broadway, New York 


We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 

Phone - Write - Call 
All matters strictly confidential. 


I, SIMON CO. 


101 Reade St., New York City 
Phone Worth 5922 Est. 1880 








Milbradt 
Rolling Step Ladders 


Enable you to reach your 
cones shelves convenient- 
y. 


They last a lifetime 


Are made > any style, 
shape or size to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1895 


2416 No. 10th Street 
ST. LOUIS, MO. 











DISPLAY F F nes 


SEGALLE "SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 





Do You Know? 


buy or cell it through 
columns, This 
service is a time 
needs. 











HIGHEST CASH PRICES 
PAID 


fer shoe stocks, slow sellers, ete. Short 
leases taken over. Transactions csanduetion 
Est. 1890 
MAX GLAUBERG 
350 Canal St., New York City 
Phone: Walker 3818 














MERCHANTS’ NEEDS 





FIT RITE OVERGAITER CO. 
526 S. 3rd St. Philadelphia, Pa. 


MANUFACTURERS OF SPATS 
present for the present Fall season 


FIT RITE SPATS 


With button or Zip fastening. 


In finest quality 
felt broadcloth and 
English Boxcloth. 


In all accepted and 
authentic colors. 


in grades to retail 
trom k.: = to $5.00 


peer are carried 
in stock. Samples 
on request. 





1876 oven Firty years _ 1930 
OF RELIABLE SERVICE TO THE 
TRADE 


THE HOOK 
STYLE SHOE HORNS 
No rough edges to tear stockings or 
counters. Be sure to rounded edges 
on your shoe horns. uy Sommer’s re- 
Hable rounded edge shoe horns from your 
r. 
Cembination Hooks and Horns, Button 
Hooks, Boot Hooks 

J. L. SOMMER _—- co. 
Newark New Jersey 

Largest Manufacturers in the World 
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We Are Going 

Out of Business 

After Being in it 

50 Years 
We are liquidating now. A 
New, Fresh $300,000 Stock of 
Wood Show Window Display 
Fixtures to be sold at prices 


less than it cost us to manu- 
facture. 





i 























*~ 


Large Assortment of Wood Display 
Fixtures for Department and Shee 
Store Window Displays 





As there are NO younger generation of 
ONKENS to continue this old and well 
established business, we are liquidating. 


Our entire stock of Window Display Fix- 
tures, embracing many period designs in- 
cluding, COLONIAL, EMPIRE, FRENCH 
RENAISSANCE, ADA M—also, our popalar 
lines as, IMPERIAL, IONIC, ON, 
and MODERNISTIC. 


These fixtures are made in natural wood 
(not finished) this means every order re- 
ceived will be finished to order, in the 
color and finish customers want. 


This insures each order is to be a stric 
AN, WBLL MADD and FRESH F 
ISHED lot. 


All orders received at the ‘‘OLOSB 
OUT’ prices we guarantee will be our 
first class Lacquer Finishes. 

Any firm needing Window Display Fix- 
tures within the next year, we s 
buying them NOW. 

To illustrate just what this sale means. 
Former prices that have been absolutely 
NET heretofore—we are now offering these 
same fixtures at from 50 to 80% discount 
from what was our NET prices, this means 
you are buying at less than Manufactur- 
ing Cost. 


Be Sure and Send for Our 
Going Out of Business Prices 


The OSCAR ONKEN CO. 
611 West 4th Street 
Cincinnati, Ohio 














BUSINESS OPPORTUNITY 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any- 
one at home in a few weeks. Easy terms 
for training; openings everywhere witb 
all the trade you can attend to. No capi- 
tal required or goods to buy; no —_cy 
or soliciting. Address Stephenson Labora- 
tory, 21 Back Bay, Boston, Mass. 





Henry Bell Heads Wholesalers 


Reelected President at Annual Meeting of National Association 
In New York—Work Accomplished in Year Reviewed. 


New YorkK—The annual meeting of 
the National Association of Shoe 
Wholesalers was held at Hotel Astor, 
New York City, Oct. 15, 1930, with 
President Henry Bell, Jr., of Philadel- 
phia, presiding. 

After an address of welcome by the 
President, the annual report of the 
secretary-treasurer, Thomas F. Ander- 
son of Boston, was presented. The re- 
port was in part as follows: 

“Since the last annual meeting we 
continued our association activities in 
behalf of an adequate tariff on foot- 
wear in cooperation with other organi- 
zations of the trade, and had the satis- 
faction of seeing a 20 per cent duty on 
boots and shoes incorporated in the 
Smoot-Hawley Tariff Bill as finally en- 
acted on June 17, 1930. It is likewise 
a satisfaction to know that importa- 
tions of foreign footwear have mate- 
rially decreased since that time, this 
undoubtedly being largely due to the 
tariff enactment. 

“We are still faced with the pending 
Congressional investigation of the shoe 
tariff question under the so-called 
Borah resolution, and our association 
should continue to act with its affil- 
iated bodies in this matter. 

“We have actively participated in the 
two semi-annual shoe style conferences 
held in New York since our last annual 
meeting, and are glad to know that 
Elkan R. Myers of Baltimore still is 








New Peacock Shop Opens 
in Chicago 
Cuicaco (UTPS)—On October 15 
the Peacock Shoe Shops of Chicago 
opened their modern new shop at 750 


North Michigan Boulevard. The deco- 
rations are beautiful and the walls are 


paneled in wood. Handsome fixtures 
greatly enhance the appearance. 

George Lyden will be the manager. 
Mr. Lyden was previously connected 
with the Peacock State Street store. 

The new _ establishment occupies 
quarters with “The Tailored Woman,” 
one of the smartest women’s apparel 
shops in this city. The store will have 
the privilege of the exclusive sale of 
Peacock shoes along the entire length 
of Michigan Boulevard, according to 
Reuben Stiefel, who heads the Peacock 
Shop in the Palmer House. 

Mr. Stiefel says: “We are doing 
very well.” This is self-evident from 
the fact that they are opening a new 
store at a time like this. Apparently 
this firm believes that bottom has been 
touched and that the long, upward pull 
has been started in earnest. 


Bloomingdale Appoints Buyer 
for Basement 


NEw YorkK—Bloomingdale Bros. has 
appointed Abe Rubinfield as buyer of 
the shoe department of their basement 
store, succeeding H. Dantzig, who re- 
signed this position recently. 

Mr. Rubinfield was associated with 
L. Bamberger & Co. of Newark for the 
past ten years as assistant shoe buyer. 





chairman of our Shoe Styles Commit- 
tee. 

“The regrettable event of our as- 
sociation year was the death of Presi- 
dent O. D. McGrew, but we rejoice in 
the fact that Henry Bell, Jr., of Phil- 
adelphia not only accepted the elec- 
tion as president to succeed Mr. Mc- 
Grew, but has manifested a real and 
very helpful interest in the work. : 

The following officers were unani- 
mously elected: 

President, Henry Bell, Jr., Bell Walt 
& Co., Philadelphia. 

First Vice-president, Fred H. Brown 
Braham Brown Shoe Co., Galveston, 

ex. 

Second Vice-president, C. F. Wolt- 
man of Monroe Bros. & Co., Philadel- 
phia. 

Secretary-treasurer, Thomas F. An- 
derson of Boston. 

President Bell announced the ap- 
pointment of the following Committee 
Chairmen: Shoe Styles, Elkan R. My- 
ers of Baltimore; Rubber Committee, 
Byron S. Watson of Providence; Ex- 
pense Analysis, Ralph B. Jones of Bos- 
ton; Membership, Elkan R. Myers of 
Baltimore; these Chairmen to have au- 
thority to select two more members. 

The Special Committee, appointed at 
the last meeting of the Executive Com- 
mittee to revise the by-laws of the As- 
sociation, reported the new draft, and 
this was unanimously adopted. 


Record Trading in Hides 


NEw YorRK—A new record was es- 
tablished in the volume of Hide futures 
trading on the New York Hide Ex- 
change on Oct. 17 the total turn- 
over aggregating 6,360,000 pounds. The 
previous high mark was established on 
June 18 when 5,320,000 pounds were 
traded in. The heavy trading again 
reflects the steady broadening partici- 
pation in the Hide futures market. 

A further decrease in the visible 
stocks of cattle hides and leather was 
shown at the end of August as com- 
pared with the previous month, ac- 
cording to a statistical review pub- 
lished by the New York Hide Exchange 
today. Stocks at the end of August 
were equivalent to 16,094,000 against 
16,198,000 at the end of July, and 
16,284,000 at the end of June. Up to 
the end of June these stocks had shown 
a continuous monthly increase since 
September, 1929, when the stocks were 
14,855,000. 


Rochester Merchants 
Organize Bowling League 

Rochester shoe men are going to 
take up bowling seriously this winter. 
An eight team league has been organ- 
ized and games will be rolled on Tues- 
day nights at the Elm Bowling Hall. 

Officers of the new bowling league 
are Al Ehrstein, president; J. A. Still- 
man, vice-president; Charles Henion, 
secretary-treasurer. Teams represent- 
ing the following stores started bow- 
ling last week: Eastwood’s, Myers, 
Burke’s, Hanan. Arch-Aid, Enna-Jet- 
tick, I Miller and Nisley. 
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Hospitality 


The Hotel Sinton is famed 
for its friendly, comfortable, 
home-like atmosphere. New- 
ly remodeled, beautifully 
furnished. Every modern 
convenience. Bath and ser- 
vidor in every room. Five 
convenient dining rooms. 
Most desirable location. 125 
sample rooms—the best in 
the country! 


Hotel Sinton 


Cincinnati’s Finest Hotel 


John &. Horgan 


@ANAGING DIRECTOR 


MONTCLAIR 


Lexington Ave. 
NEW YORK CITY 


800 Rooms 

Each with Tub 
and Shower 

Special ‘Monthly Radio in Every Room 


| 
3 minutes’ walk from Grand Central. Times 
Square, Fifth Avenue Shops important 


commercial centers, * u.ding sh nd 
theatres ponding 10 minues oe Pain. Benton. 











Bath 
Tub and Shower 


$3 to #5 
per day 
For 2 persons 
$4 to %6 
per day 

> Suites 


$8 to #12 


























Marcus Kahn Dies 


MILWAUKEE, Wis. (UTPS)—Marcus 
Kahn, who had a shoe store at 1430 
Walnut Street, died of a heart attack 
on the street October 13. Mr. Kahn was 
born in Russia but lived in Milwaukee 
for twenty-five years. He is survived 





by a daughter, a son, and two sisters. 
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Business Changes 


CALIFORNIA—Beverly Hills—Williamson & 
Dean (“Beverly Bootery’”); boots and shoes; 
partnership dissolved; succeeded by Harry L. 
Williamson. 

DELAWARE—Wilmington—The Schiler Shoe 
Co., Ine.; boots and shoes; inc. authorized capi- 
tal $15,000. 

KANSAS — Maryville — Chris Langlitz; boots, 
shoes, etc. ; reported sold out to W. H. Rausch. 


MAINE—Hallowell—Nelson-Winer Shoe Co.; 
manufacturers; Chas. Winer, President, reported 
retired 

MASSACHUSETTS — Brockton — The Dimow 
Shoe Co., Inc.; manufacturers; inc. authorized 
caplial $50,000. 

NEW YORK—Brooklyn—Larouse, Inc.; boots 
and shoes; inc. authorized capital $10,000. 


Louis Nathan (81 Church St.); boots and 
shoes; reported selling or sold out. 


Ben Stenley, Inc.; boots and shoes; inc. 
authorized capital $10,000. 

Dolgeville—Dolgeville Slipper Co., Inc.; manu- 
facturers; inc. authorized capital $350,000. 

New York City—Fredmac Shoes, Inc.; boots 

shoes; inc. authorized capital $10,000. 

Adolph Herskowitz; boots and shoes; reported 
selling or sold out. 

Lilmor Stores, Inc.; boots and shoes; 
authorized capital $10,000. 

Riverside Felt Slipper Co., 3; manufac- 
turers ; capital increased from wy 000 to $40,000. 


OHIO—Toledo—The D & S Shoe Co.; boots 
and shoes; incorporated. 

PENNSYLVANIA — Butler — National hoe 
Store; boots and shoes; reported sold or closed 
out business. 

Lancaster—Groff & Wolf Co.; boots, shoes, 
ete.; inc. authorized capital $150,000. 

TEXAS—Honey Grove—M. Grossman; boots, 
shoes, etc.; recently commenced business. 


inc., 


Failures, Embarrassments, Etc. 


CALIFORNIA—Long Beach—Ray Bros., Inc. 
(1385 E. Broadway) (branches) ; boots and shoes ; 
reported offering to compromise at 60 per cent. 


CONNECTICUT — New _ Britain — Stanislaw 
Golon (Brockton Sample Shoe Store) ; boots and 
shoes; reported petition in bankruptcy. 

New Haven—Jack Kilger (795 Grand Avenue) ; 
boots and shoes; reported petition in bankruptcy. 


GEORGIA — Hazelhurst — Denmark Bros. ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Rome (also Thomaston)—Phillips-Cobble Co. ; 
boots, shoes, etc.; repo petition in bank- 
ruptey; reported receiver appointed. 


ILLINOIS—Chicago—Philip Feldman (4941 S. 
Ashland Ave.) ; boots and shoes; reported peti- 
tion in bankruptcy. 

Sol Hurwitz (Fish Dry Goods Store) (2525 W. 
68rd St.) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

Meyer Moscovitz (651 W. North Ave.) ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Benjamin I. Rubin (703 W. 120th St.) ; boots, 
shoes, etc. ; reported petition in bankruptcy. 

East St. Louis—Benjamin Edelman (“Boston 
Dep’t. Store’) (1647 E. Broadway) ; boots, shoes, 
etc.; reported assigned. 

Mendota—Coss Cash Shoe Store (N. W. Coss, 
Prop.) (718 — St.) ; boots and shoes; re- 
Ported assign 

MASSACHUSETTS — bce pee ee Sles- 


inger; boots and shoes; reported ass 
Zirpolo & Pugatch “Martal’s B Bene) (75 


Meridian St.); boots and shoes; reported as- 
signed. 

Fall River—Model Shoe Store (167 S. Main 
St.) ; boots and shoes; reported assigned. 

Haverhill—Morris Shoe Co.; manufacturers ; 
reported assigned. 

New Bedford (also Buzzard’s Bay) — New 
England Shoe Store; boots and shoes; reported 
petition in bankruptcy. 


NEW YORK — Brooklyn — Benjamin Gilman 
(1516 Mermaid Ave.) ; boots and shoes; reported 
petition in bankruptcy. 

Max Tropper & Son (“‘New York Shoe tore’) 
(6618 18th Ave.); boots and shoes; reported 
called meeting of creditors for Oct. 9 

Ithaca—T. A. Card & Son (“Card’s Boot 
Shop”) boots and shoes; reported petition in 
bankruptcy, 

New York City—Louis Ellinger (5 Bowery) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

PENNSYLVANIA — Philadelphia — Joseph 
Wanger (2837 N. 22nd St.); boots and shoes; 
reported petition in bankruptcy. 


TEXAS — Memphis — Morris Naftule Cohen; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

VIRGINIA — Franklin — William L. Bracey 
(“Young Men’s Store’); boots and shoes; re- 
ported assigned. 

Hopewell—The Hub (Freeman & Hampton); 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 


New Shoe Dealers 


a, Ga.—A. L. Zachry Co., 87 Peachtree 

North Hampton, I11.—L. C. Stisser. 

Savannah, Ga.—The Schwob Co., 26 East 
Broughton St. 

London, Ky.—Russell Dyche. 

New York, N. Y.—Herman’s Footwear, 1117 
Avenue U, Kings. 

New York, N. Y.—Larouse, Inc., Kings. 

New York, N. Y.—Ben Stanley, Inc., Kings. 

New York, N. ¥.—Fredmac Shoes, Inc. 

New York, N. Y.—Lilmor hoe Stores, Inc. 
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Hicksville, Ohio—Charles C. Battershell. 

Sand Point, Idaho—M. F. Ackert. 

Uphams Corner, Mass.—Upham’s Shoe Shop, 
766 Dudley St. 

Gore, Okla.—Gore Mercantile Co. 

Imboden, Ark.—Horring-Benson. 

Meadville, Pa.—Brett’s, Inc., 211 Chestnut St. 

Chester, Pa.—The Elite Shop, 28 W. 28rd St. 

Stella, Neb.—Paul Loney. 

Dalhart, Tex.— Young Bros. 

Shelby, N. C.—R. L. Armour & Co. 

Alden, Iowa—J. F. Baden & Co. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


Gladstone, Mich.—Cowell & Burns. 
—e N. J.—John H. Glover, 405 Totowa 

ve. 

Madison, Wis.—Men‘s Economy Shop, 727 Uni- 
versity Ave. 

New York, N. Y.—Expert Shoe Co., 686 Broad- 
way. 

Howell, Mich.—Livingstone Cut Rate Store. 

Detroit, Mich.—Samson’s, Inc. 

Easton, Pa.—Markson Bros., 153-5 Northamp- 
ton St. 

Oxnard, Cal.—Spector’s Exchange. 

Reno, Nev.—W. M. & Chas. Patterson. 

Hazard, Ky.—The Boston Store. 

Edenton, N. C.—S. Ganderson & Son. 

Madrid, Iowa—Louis Garsh. 

Green Bay, Wis.—Franklin Krueger, East Wal- 
nut St. 

Rome, N. Y.—Rodgers Store, 230 W. Dominick 
St. 


Corinth, Miss.—Raneck’s Store, Waldron St. 

New York, N. Y¥.—Clinton Novelty Shoe 
Shoppe, 94 Clinton St. 

Saas York, N. Y.—Frances Bootery, 84 Clinton 


York, Y.—Paramount Bootery of 

pt. % 22-21 sist St., Queens. 

New York, N. Y¥.—Empire Shoe Corp., 130-32 
West 34th St. 

Honey Grove, Tex.—M. Grossman. 

Ann Arbor, Mich.—Purfield’s Foot Comfort 
Shop, Inc. 

Howell, Mich.—Livingstone Cut Rate Store. 

Holyoke, Mass.—Murray’s Inc., 196 High St. 

Philadelphia, Pa.—Brody’s Bargain House, 
6535 Elmwood Ave. 

Enka, N. C.—Enka Community Store, Inc. 

Los Angeles, Cal.—West Coast Jobbing Co., 
7222 S. Broadway. 

Lincoln, Neb.—Copeland Boot Shop. 

Pawtucket, R. I.—Mellions Corrective Shoes, 
nc 


Phoenix, Ariz—Paraon’s Smart Footwear. 
‘ Cleveland, Ohio—{mith Smart Shoes Shoppe, 
ne. 

Fayetteville, N. C.—Belk-Hensdale Co. 

Kings Mountain, N. C.—Keeter’s Stores, Inc. 

High Point, N. C.—Leonard & Younts, Inc. 

Wayzata, Minn.—Frick-Hokanson Co. 

Reading, Pa.—Imber Brothers. 

Spencer, lowa—E. L. Kellner. 

Far Rockaway, N. Y.—W. T. Grant Co. 

Buffalo, N. Y.—W. T. Grant Co., Hertel St. 
and Parkside Ave. 

Sanford, N. C.—Efird’s, Kennedy Bldg. 

Nashville, Tenn.—Montgomery Ward & Co., 
5th Ave. and Union St. 

Central City, Ky.—J. J. Newberry Co. 

Cynthiana, Ky.—J. J. Newberry Co., Pike and 
Walnut Sts. 

Yonkers, N. Y.—Sears, Roebuck & Co., 210 S. 
Broadway. 

Marshall, Minn.—J. C. Penney Co. (soon). 

Morgantown, Ky.—H. C. Phelps. 

Stanley, N. D.—W. G. Woodward Co. 

Buxton, Ore.—B. W. Manley. 

Atoka, Okla.—Claude Brown. 

St. Paul, Minn.—Finch, Van Slyck & Mc- 
Conville (New Dept.). 

Clear Lake, Minn.—Henry Harlow. 

Hatton, N. D.—Grinager Merc. Co. 

Bozeman, Mont.—George McCracken. 

Avon, 8. D.—Fred Wiedenbach. 

Stewartville, Minn.—Ed. J. Johnson. 

Portland, Ore.—H. Pederson, 7950 57th St. 

Moscow, Idaho—David’s, Inc. 

Montour, Idaho—C. H. Helsley. 

Phoenix, Ariz.— Wright & Fishman, Fair 
jootery. | 
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Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of Tue Boor anp 
Snore Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 








A Buying Guide to 








BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass........ 54 
Ault-Shackford Shoe Co., Auburn,-Me..... 39 
Bancroft-Walker Co., Boston, Mass........ 3 
Barney’s, New York City.............see0. 70 
Bass, G. H., & Co., Wilton, Me............ 70 
Biarritz Sandals, New York City.......... 58 
Blog Shoe Co., Inc., New York City........ 64 
Brooks Shoe Mfg. Co., Phila., Pa....... 62, 64 
Burkley Shoe Co., Brockton, Mass......... 70 
Cambridge Rubber Co., Cambridge, Mass. 
Front Cover 
Capezio, New York City.........sccsccece 64 


Chase, W. S., & Sons, Haverhill, Mass.... 60 


Churchill & Alden Co., Brockton, Mass. 
4th Cover 


Cue. Edwin, & Sons, Inc., E. e 


ene Shoe Mfg. Co., Clinton, Iowa...... = 
Colt-Cromwell Co., New York City........ 65 
Crossett Shoe Co., Augusta, Me............ 16 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 58 
Emerson Shoe Mfg. Co., Rockland, Mass... 56 
Evans, L. B., Son Co., Wakefield, Mass... 60 


Ford, C. P., & Co., Rochester, N. Y...... 44 


Gibbens, C. &., Co., Phila., Pa. ...cccccccce 69 
Golo Slipper Co., New York City........ 44, 67 
Goodrich, B. F., Rubber Co., Akron, Ohio... 13 
Greeley, A. W., Co., Haverhill, Mass...... 48 
Grossman, Julius, Inc., Brooklyn, N. Y...34-35 
Hood Rubber Co., Watertown, Mass...... 10-11 
Horwitz, Vincent, New York City.......... 60 
Hoyt, F. M., Shoe Co., Manchester, N. H... 58 
Ideal Baby Shoe Co., Danvers, Mass........ 73 
Sehneen, Stephens & Shinkle Shoe a St. 
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